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I would like to start by acknowledging what an historic confer-
ence this is for ACR. This is the first time that our major conference,
what used to be known as the “North America” conference, takes
place outside of North America. As is always the case for ACR, and
as was particularly true this year, the most important thing that I did
as president was to recruit two excellent volunteers to run the confer-
ence. | think we can all agree that Page Moreau and Stefano Puntoni
have done an excellent job. There job was harder than most due to
the increased uncertainty around pulling off an ACR of this scale
outside of North America. I know we all agree that they more-than
rose to the occasion, so the organization truly owes them our thanks.
This conference is an important step in ensuring that ACR remains
the premier global organization for consumer research.

While I believe I did a good job on my main task, that is recruit-
ing Stefano and Page, I was less certain about how to approach a
second main task, this talk. It is hard to imagine something worth
the time of such a wide and varied audience. In the end, I will make
this short and I would like to mainly offer my own reflections on our
individual and collective profession.

I start with what I think is a common occurrence for many in our
community. We try to explain our profession to someone, explaining
our specific job requirements (e.g., a certain number of hours teach-
ing per week or month or year) and similar explicit responsibilities.
The perplexed individual asks some version of “but what do you do
all day?” More generally, for most of us we have a profession with
amazing freedom do fill our days and our thoughts with whatever we
find most rewarding. This is an awesome privilege. With this privi-
lege comes, I would argue, the responsibility to be mindful about
how we add value to society. I believe that we do so by thinking very
deeply, creating new perspectives on important activities of individu-
als, society, and organizations. I also believe that truly adding value
in this way takes time, and not just effort but time for reflection.

The importance, and the value, of time to think has been very
clear to me in recent years. I have enjoyed some truly awesome op-
portunities, for instance to co-edit JCR with Ann McGill and Laura
Peracchio and to serve as the dean of the faculty at Duke’s Fuqua
school. These responsibilities come with their own vexing problems
and external deadlines. When I am immersed in these deadlines I,
at least, find that I can do some research, but I cannot do research in
the same way. Increasing my own level of busy-ness has illustrated
to me that there is a stark contrast between producing output, even
research output, and really reflecting. I find I have to willfully sched-
ule downtime to really think. It is not something that happens well in
spare hours here or there. Not having normal faculty reflection time
has, like nothing else, shown me its value. Of course, this is a lesson
many learn much earlier in their careers.

It seems to me that production can easily crowd out reflection,
particularly in our current professional environments. It is very easy
to use tools such as Mturk or google scholar searches to get tasks
finished much more quickly than we can reflect on them. These pro-
ductivity tools are important, and not going anywhere. And they are
not bad things. However, today’s environment makes it even more
important, I believe, for all of us to be mindful of the incentives we
set for ourselves and for others. It is easy for counting and other
forms of productivity-focus to crowd out thinking and evaluating the

quality of ideas. We set incentives as mentors and reviewers. When
we do so, its often easy to assess production and harder to assess the
novelty or quality of ideas. For example, as a reviewer, it is often
casier to check the accuracy of a statistical test than it is to assess if
the authors are causing you to think in a new way. As senior faculty
making hiring or promotion decisions, it is simply easier to count pa-
pers than to read them. However, I believe the vibrancy of our field
rests much more on the quality of ideas we collectively produce than
on the overall number of experiments, or interviews, or journal pag-
es. I’d like to encourage us all, myself included, to avoid losing sight
of our profession as creating truly new ideas and perspectives that
have the potential to not only change how each other thinks about
consumption, but to ultimately change how business and global soci-
ety functions. (Overall, then, in speaking of the importance of time
to think, I am asking you to do as I say, but not as I do.)

My comments so far raise the question of what we should be
thinking about? As members of ACR, we try to understand the role
of consumption in people’s lives: How they deploy key resources
such as time and money, as well as how they promote meaning, en-
hance community, and steward global resources. Our field has un-
usual breadth due to the wide swath of human experience we study;
we are almost constantly consuming and consumption is incredibly
important to our economies, our societies, and our global environ-
ment. So, what is the goal of consumer research? I believe that any
academic endeavor should ultimately solve problems, that is should
ultimately improve the human condition. (Note that this is not the
same as saying that research must be motivated by a clear problem.
The most basic of research can become the most useful over time,
and in unexpected ways.) But whose problems to do we solve?
Sometimes we solve the problems of other consumer researchers
by suggesting useful theories or methodologies. This is, of course,
how science advances. However, if we are to ultimately claim that
we have made an impact, we must go beyond solving each other’s
problems. One source of problems to solve resides in business, and
this community has long had an important applied focus. It further
seems clear that this organization has always aspired to do more than
support business and instead to better society by ultimately making
consumers better off with our work. Now, bettering society involves
solving complex, messy, multi-determined problems. So, this goal
brings me to a conclusion about consumer research that is important
to me. Specifically, I think none of us can truly reap the benefits of
our own reflection, nor can we truly realize the potential of ACR, un-
less we attempt to take and interdisciplinary approach to consumer
research. Big, societal problems cannot generally be solved by the
point of view of one paradigm. The power in ACR comes from our
potential for interdisciplinary work integrating across our specific
paradigms for robust solutions.

Truly integrative work is much more easily lauded than
achieved. My JCR co-editors and I wrestled with this problem in
our final editorial. There, we argued that our field is at an inflection
point. As a scholarly community, we now have many clear build-
ing blocks. It is important to use them to build bridges instead of
silos (Peracchio, Luce, McGill 2014). If we take our own field seri-
ously, that is if we take consumption seriously as an important area
of inquiry, then it seems that we have to take each other seriously
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as well, looking for integrative solutions to truly big problems. It
is not an accident that many of ACR’s important initiatives, such as
the Transformative Consumer Research Initiatives and the Journal
of the Association for Consumer Research, are interdisciplinary at
their very core.

Thank you very much for your time.

REFERENCES
Laura Peracchio, Mary Frances Luce, and Ann McGill (2014)
Building Bridges for an Interconnected Field of Consumer
Research, April, Journal of Consumer Research, vi-viii.



	2016 ACR Presidential Address
	It’s Time to Think
	Mary Frances Luce, Duke University, USA

	2016 ACR Fellow Address
	Brand Attachment: Theory and Practice
	C. Whan Park, University of Southern California, USA

	What I have Learned about Variety:
 (And are there any lessons here for our polarized US?)
	Barbara E. Kahn, University of Pennsylvania, USA

	Reflections: Progress Made and Perspective Shifted
	Alice M. Tybout, Northwestern University, USA

	Special Session Summaries
	Customized Nudges: Choice Architecture for a Heterogeneous World
	Chair: Kirstin C. Appelt, Columbia University, USA
	Paper  #1: Effective, Selective Choice Architecture: Checklists as a More Precise Tool
	Kirstin C. Appelt, Columbia University, USA
	Melissa A. Z. Knoll, Consumer Financial Protection Bureau, USA
	Eric J. Johnson, Columbia University and Consumer Financial Protection Bureau, USA
	Jon Westfall, Delta State University, USA

	Paper  #2: Encouraging Energy Efficiency: Product Labels Activate Temporal Tradeoffs
	David J. Hardisty, University of British Columbia, Canada
	Yoonji Shim, University of British Columbia, Canada
	Daniel Sun, University of Calgary, Canada
	Dale Griffin, University of British Columbia, Canada

	Paper  #3: Smart Choice Sets
	Benedict G. C. Dellaert, Erasmus University Rotterdam, The Netherlands
	Tom Baker, University of Pennsylvania, USA
	Eric J. Johnson, Columbia University and Consumer Financial Protection Bureau, USA

	Paper  #4: Choosing Not to Choose: Consumers Are More Satisfied With a Product When It Is Determined by a Prediction Algorithm Than When They Personally Chose It
	Yann Cornil, University of British Columbia, Canada
	Anne-Kathrin Klesse, Erasmus University Rotterdam, The Netherlands


	Plugged In: How Consumers Choose and Use Technology
	Chair: Jackie Silverman, Wharton, University of Pennsylvania, USA
	Paper  #1: Better to Have a Book in the Hand Than Two in the Cloud: Consumer Preferences for Physical Over Digital Goods
	Ozgun Atasoy, Boston University, USA
	Carey Morewedge, Boston University, USA 

	Paper  #2: You are What You Track: The Effect of Failing to Log an Experience on Future Use of Tracking Apps
	Jackie Silverman, Wharton, University of Pennsylvania, USA 
	Alixandra Barasch, NYU Stern School of Business, USA

	Paper  #3: “Coming Alive” Through Headphones: Listening to Messages via Headphones vs. Speakers Increases Immersion, Presence, and Liking
	Alicea J. Lieberman, University of California, San Diego, USA
	On Amir, University of California, San Diego, USA 
	Juliana Schroeder, University of California, Berkeley, USA

	Paper  #4: The Accessibility Liability: Digital Information Undermines Conceptual Understanding
	Adrian Ward, University of Texas at Austin, USA 
	Shane R. Schwikert, University of Colorado, Boulder, USA


	A 360° View of Patients’ Experiences as Medical Consumers
	Chairs: Tatiana Barakshina, University of Illinois at Chicago, USA 
	Karen Scherr, Duke University, USA
	Paper  #1: Coping with Fear and Regret in Online Health Communities
	Tatiana Barkashina, University of Illinois at Chicago, USA
	Jelena Spanjol, University of Illinois at Chicago, USA
	Alan J. Malter, University of Illinois at Chicago, USA

	Paper  #2: Empowering Patients as Decision-Makers in the Context of Early Stage Prostate Cancer
	Karen Scherr, Duke University, USA
	Mary Frances Luce, Duke University, USA
	Peter Ubel, Duke University, USA

	Paper  #3: The Neonatal Intensive Care Unit as an Assembled Servicescape: How do Technological Actors Affect Parent/Staff Decision-Making?
	Beth Leavenworth DuFault, State University of New York at Albany, USA
	Hope Jensen Schau, University of Arizona, USA
	Kushagra Bhatnagar, Aalto School of Business, Helsinki, Finland
	John Schouten, Aalto School of Business, Helsinki, Finland and St Gallen University, St Gallen, Switzerland

	Paper  #4: Exploring Patient-Provider Relationships in Preference-Based Health Care Choices
	Linda Tuncay Zayer, Loyola University Chicago, USA
	Cele C. Otnes, University of Illinois at Urbana-Champaign, USA
	Eileen M. Fischer, York University, Toronto, Canada


	From Sound to Text, the Wide Dependence of Consumer Decision Making on Language
	Chairs: Ann Kronrod, Boston University, USA
	Tina M. Lowrey, HEC Paris, France
	Paper  #1: Vipiz is Fast, Vopoz is Slow: Phonetic Symbolism is the Way to Go!
	Stacey Baxter, University of Newcastle, Australia
	Jasmina Ilicic, Monash University, Australia
	Alicia Kulczynski, University of Newcastle, Australia
	Tina M. Lowrey, HEC Paris, France

	Paper  #2: From Language to Behavior: Verbs Lead to Consumer Action  
	Yan Meng, University of New York, USA
	David Luna, Baruch College, USA
	Sandor Czellar, University of Lausanne, Switzerland

	Paper  #3: Everyone Likes This Movie! Consensus Language Increases the Influence of Weak Ties over Strong Ties in Product Recommendations
	Jeff Lee, MIT, USA
	Ann Kronrod, Boston University, USA

	Paper  #4: The Hidden Costs of Paying Your Reviewers: How Incentives Affect the Language of Online Reviews and Subsequently their Perceived Helpfulness and their Persuasiveness
	Peeter W. J. Verlegh, Vrije Universiteit Amsterdam, Netherlands
	Lotte M. Willemsen, HU University of Applied Sciences, Netherlands
	Eline Y. M. Zwinkels, MediaTest, Netherlands


	Fifty Shades of Sharing - Exploring the Darker Shades of Sharing
	Chairs: Julie L. Ozanne, University of Melbourne, Australia
	Ayalla Ruvio, Michigan State University, USA
	Paper  #1: Selfish Sharing
	Russell Belk, York University, Canada

	Paper  #2: Mutually Assured Explanation: Advancing a Framework for the Sharing Economy
	Alex Rose, Murray State University, USA

	Paper  #3: “People Like Us:” Negotiating Social Boundaries in House Swapping
	Ye (Nicole) Yang, University of Melbourne, Australia
	Julie L. Ozanne, University of Melbourne, Australia
	Angela Paladino, University of Melbourne, Australia

	Paper  #4: Reciprocal Altruism as a Motivation for Sharing: Sharing Up verses Sharing Down
	Ayalla Ruvio, Michigan State University, USA 
	Naomi Mandel, Arizona State University, USA 
	Elodie Gentina, Université de Lille, France


	Human-like Robots and Robot-like Humans: 
Anthropomorphism and Dehumanization in Consumption 
	Chairs: Noah Castelo, Columbia University, USA 
	Johannes Boegershausen, University of British Columbia, Canada
	Paper  #1: Anthropomorphism and Anthropocentrism
	Russell Belk, York University, Canada

	Paper  #2: Cyborg Consumers: When Human Enhancement Technologies are Dehumanizing
	Noah Castelo, Columbia University, USA
	Nick Fitz, University of British Columbia, Canada
	Bernd Schmitt, Columbia University, USA
	Miklos Sarvary, Columbia University, USA

	Paper  #3: The Undesired Discounting Effect of Budget Brands: How Brand Positioning Affects Perceptions of Customer Service Representatives’ Human Qualities
	Alexander Henkel, Maastricht University, the Netherlands
	Johannes Boegershausen, University of British Columbia, Canada
	Karl Aquino, University of British Columbia, Canada
	Jos Lemmink, Maastricht University, the Netherlands

	Paper  #4: Anthropomorphism From Self-Extension and Self-Expansion Processes: An Assemblage Theory Approach to Interactions Between Consumers and Smart Devices
	Donna L. Hoffman, George Washington University, USA
	Thomas P. Novak, George Washington University, USA
	Hyunjin Kang, George Washington University, USA


	Resource Accumulation and Exchange: 
How Consumers Perceive, Monitor and Manage Scarce Resources
	Chairs: Jonathan Berman, London Business School, UK
	Eesha Sharma, Dartmouth College, USA
	Paper  #1: Passing the Buck to the Wealthier: Egocentric Judgments of Financial Resources Influence Donation Obligations
	Jonathan Berman, London Business School, UK
	Amit Bhattacharjee, Erasmus University Rotterdam, The Netherlands
	Deborah Small, University of Pennsylvania, USA
	Gal Zauberman, Yale University, USA

	Paper  #2: Financial Inability or Financial Savvy?  Subjective Financial Well-being Shapes Preferences for Discounted Purchases
	Eesha Sharma, Dartmouth College, USA
	Punam Keller, Dartmouth College, USA

	Paper  #3: Why Some Prices Are Fairer Than Others
	Franklin Shaddy, University of Chicago, USA
	Anuj Shah, University of Chicago, USA

	Paper  #4: The Negative Consequences of Petty Exchange
	Tami Kim, Harvard Business School, USA
	Ting Zhang, Columbia Business School, USA
	Michael I. Norton, Harvard Business School, USA


	Choosing Healthy: Recent Findings on Environmental
Factors that Shape Choice and Consumption
	Chair: Kevin L. Sample, University of Georgia, USA
	Paper  #1: Ambient Music and Food Choices: Can Music Volume Level Nudge Healthier Choices?
	Dipayan Biswas, University of South Florida, USA
	Kaisa Lund, Linnaeus University, Sweden
	Courtney Szocs, Portland State University, USA

	Paper  #2: Heavy Choices: Exertion and Food Choice Healthiness in Field Settings
	Aner Tal, Cornell University, USA
	Amir Grinstein, Northeastern University, USA
	Mirella Kleijnen Frei, Universitat Amsterdam, Netherlands
	Joshua Ackermann, University of Michican, USA
	Brian Wansink, Cornell University, USA

	Paper  #3: Healthy Diets and Empty Wallets: The Healthy=Expensive Intuition
	Kelly L. Haws, Vanderbilt University, USA
	Rebecca Reczek, Ohio State University, USA
	Kevin L. Sample, University of Georgia, USA

	Paper  #4: Introducing the “Calories per Gram” Label to Promote Healthy Food Choices
	Julio Sevilla, University of Georgia, USA
	Brian Wansink, Cornell University, USA


	Reinvestigating Fundamental Concepts of Marketing and Consumer Research—How Consumer Neuroscience Adds Additional Value to Our Discipline
	Chair: Monika Koller, WU Vienna, Austria
	Paper  #1: Emotional Responses to Movie-Trailers Predict Individual Preferences for Movies and Their Population-wide Commercial Success
	Maarten Boksem, Erasmus University Rotterdam, The Netherlands
	Hang-Yee Chan, Erasmus University Rotterdam, The Netherlands
	Vincent Schoots, Erasmus University Rotterdam, The Netherlands
	Alan Sanfey, Behavioural Science Institute, Radboud University Nijmegen, The Netherlands
	Ale Smidts, Erasmus University Rotterdam, The Netherlands

	Paper  #2: Neural Prediction of Market-level Crowdfunding Outcomes
	Alexander Genevsky, Erasmus University Rotterdam, The Netherlands
	Carolyn Yoon, Stephen M. Ross School of Business, University of Michigan, USA
	Brian Knutson, Department of Psychology, Stanford University, USA

	Paper  #3: We Are What We Know: Using Consumer Neuroscience to Build a Better Understanding of Price Knowledge
	Marco Hubert, Zeppelin University, Germany
	Marc Linzmajer, University of St. Gallen, Switzerland
	Peter Kenning, University of Düsseldorf, Germany
	Mirja Hubert, Zeppelin University, Germany

	Paper  #4: Effectiveness of Print and Digital Media: Insights from Neuroscience
	Vinod Venkatraman, Temple University, USA
	Angelika Dimoka, Temple University, USA
	Paul Pavlou, Temple University, USA
	Khoi Vo, Duke University, USA


	It’s All Around You: The Pervasive Effects of Technology on Consumers’ Lives
	Chairs: Maura Scott, Florida State University, USA
	Martin Mende, Florida State University, USA
	Paper  #1: Touching Versus Talking: Alternative Interfaces and the Extended Self
	S. Adam Brasel, Boston College, USA

	Paper  #2: Personalized Advertising in Public Environments: Perceptions and Consequences
	Nicole Heß, University of Passau, Germany
	Jan H. Schumann, University of Passau, Germany 
	Martin Mende, Florida State University, USA
	Maura L. Scott Florida State University, USA

	Paper  #3: Understanding the Quantified Self: Effects of Self-Tracking on Mortality Salience and Health Motivation
	Martin Mende, Florida State University, USA
	Maura L. Scott, Florida State University, USA
	Gergana Y. Nenkov, Boston College, USA

	Paper  #4: Thank You for Your Helping Hand! Ways to Avoid Negative Consequences of Customer Participation in Recovery of Technology Product Failure
	Nicola Bilstein, Catholic Univ. of Eichstaett-Ingolstadt, Germany
	Shashi M. Matta, The Ohio State University, USA
	Jens Hogreve, Catholic Univ. of Eichstaett-Ingolstadt, Germany


	My Heart on my Sleeve: Emotion as Information in a Social World
	Chair: Yimin Cheng, Hong Kong University of Science and Technology, China
	Paper  #1: Please Don’t Praise It:  How Compliments on Identity Signals Result in Embarrassment
	Lisa A. Cavanaugh, University of Southern California, USA
	Joseph C. Nunes, University of Southern California, USA
	Young Jee Han, Sungkyunkwan University, Korea

	Paper  #2: The Effects of Power on Emotional Responses to Self-Failure
	Derek D. Rucker, Northwestern University, USA 
	Adam Duhachek, Indiana University, USA 
	Claire Heeryung Kim, Indiana, USA 
	DaHee Han, McGill University, Canada 

	Paper  #3: Fun Signals Intrinsic Motivation: Observers Infer Motivation from Expressed Emotion
	Yimin Cheng, Hong Kong University of Science and Technology, China
	Anirban Mukhopadhyay, , Hong Kong University of Science and Technology, China
	Patti Williams, University of Pennsylvania, USA 

	Paper  #4: The Two Faces of Innovation Adoption: How Envy Affects Consumers’ Evaluation of Innovative Products
	Jaeyeon Chung, Columbia University, USA 
	Leonard Lee, National University of Singapore, Singapore 


	Threats to Food Well-being for At-Risk Consumers in the Marketplace
	Chairs: Julie L. Ozanne, University of Melbourne, Australia
	Michal Carrington, University of Melbourne, Australia
	Gergely Nyilasy, University of Melbourne, Australia
	Paper  #1: Obesity and Sensitivity of Food Perceptions and Preferences to Marketing Actions
	Pierre Chandon, INSEAD, France
	Yann Cornil, University of British Columbia, Canada
	Liane Schmidt, INSEAD, France
	Michèle Chabert, Université Pierre et Marie Curie, France
	Sana Atik, INSEAD, France
	Judith Aron-Wisnewsky, Hôpital La Pitié Salpêtrière, France
	Karine Clément, Hôpital La Pitié Salpêtrière, France
	Hilke Plassmann, INSEAD, France

	Paper  #2: The Effect of Chronic Dieting Goals on Auditory Perceptual Biases
	Lauren F. Mayor and Lauren G. Block, Baruch College, USA
	Suresh Ramanathan, Texas A&M University, USA

	Paper  #3: Can Money Tip the Scale? Social Judgment of Overweight Shoppers and the Role of Form of Payment
	Carrie Skinner, Florida State University, USA
	Martin Mende, Florida State University, USA
	Maura L. Scott, Florida State University, USA
	Stephen M. Nowlis, Washington University at St. Louis, USA
	Michael K. Brady, Florida State University, USA

	Paper  #4: You’re Killing Me! Exploring How Consumers with Food Intolerances Navigate Eating Out
	Michal J. Carrington, University of Melbourne, Australia
	Gergely Nyilasy, University of Melbourne, Australia
	Julie L. Ozanne, University of Melbourne, Australia


	What Can Brains and Bodies Tell us That Consumers Won’t?
Neurophysiological Processes Underlying Consumer Judgment and Choice
	Chairs: Linda Couwenberg, Erasmus University Rotterdam, The Netherlands
	Mehmet Yavuz Acikalin, Stanford University, USA
	Paper  #1: Neural Responses to Functional and Experiential Ad Appeals: Explaining Ad Effectiveness
	Linda Couwenberg, Erasmus University Rotterdam, The Netherlands
	Maarten Boksem, Erasmus University Rotterdam, The Netherlands
	Roeland Dietvorst, Neuro Labs, The Netherlands
	Loek Worm, InsightYou, The Netherlands
	Willem Verbeke, Erasmus University Rotterdam, The Netherlands
	Ale Smidts, Erasmus University Rotterdam, The Netherlands

	Paper  #2: Peacocks, Testosterone and Status Seeking: Single-dose Testosterone Administration Increases Preference for Status Brands and Products
	Gideon Nave, California Institute of Technology, USA
	Amos Nadler, University of Western Ontario, Canada
	David Dubois, INSEAD, France
	Colin Camerer, California Institute of Technology, USA
	Hilke Plassmann, INSEAD and Ecole Normale Supérieure, France

	Paper  #3: Cardiac Vagal Tone and Risky Decision Making
	M. Yavuz Acikalin, Stanford University, USA
	Baba Shiv, Stanford University, USA

	Paper  #4: Modulation of Judgments by Incidental Affect: the Dynamic Integration of Affect and its Temporal Sustainability
	Aiqing Ling, INSEAD and Ecole Normale Supérieure, France
	Baba Shiv, Stanford University, USA
	Hilke Plassmann, INSEAD and Ecole Normale Supérieure, France


	Nonconsumption
	Chair: Jacqueline Rifkin, Duke University, USA
	Paper  #1: Need and Intertemporal Choice:  A Dual Goal Hypothesis
	Xianchi Dai, Chinese University of Hong Kong, China
	Canice M. C. Kwan, Lingnan College, Sun Yat-Sen University, China
	Ayelet Fishbach, University of Chicago, USA

	Paper  #2: Postponement Specificity Differentially Affects Desire and Consumption
	Nicole L. Mead, University of Melbourne, Australia
	Vanessa M. Patrick, University of Houston, USA

	Paper  #3: How Everyday Items Become Treasures: Forgoing Usage and the Escalation of Specialness
	Jacqueline Rifkin, Duke University, USA
	Jonah Berger, University of Pennsylvania, USA

	Paper  #4: Saving It (and Us) For Later? Consuming and Saving Products that Reflect Our Selves
	Daniel E. Sheehan, University of Kentucky, USA
	Sara Loughran Dommer, Georgia Institute of Technology, USA


	No Pain, No Gain: How Pain and Constraint Influence
Consumer Financial Decision-Making
	Chairs: Avni M. Shah, University of Toronto, Canada
	Mansur Khamitov, Ivey Business School, Western University, Canada
	Paper  #1: Is Cash Almighty? Effects of Hard vs. Soft Money on Saving/Investment Behavior
	Rod Duclos, Western University, Canada
	Mansur Khamitov, Western University, Canada

	Paper  #2: Keep Your Money Close: Psychological Distance Influences the Perceived Value of Money
	Avni M. Shah, University of Toronto, Canada
	Samuel Maglio, University of Toronto, Canada
	Anne Wilson, Harvard Business School, USA

	Paper  #3: Regaining Control by Ditching the Plastic: Why Abundance Increases Consumers’ Aversion to Credit Cards under Conditions of Low Control
	Daniel Brannon, Arizona State University, USA
	Adriana Samper, Arizona State University, USA

	Paper  #4: The Effect of Stress on Consumer Saving and Spending
	Kristina M. Durante, Rutgers Business School, USA
	Juliano Laran, University of Miami, USA


	How and When Consumers Make Tradeoffs
	Chairs: Franklin Shaddy, University of Chicago, USA
	Itamar Simonson, Stanford University, USA
	Paper  #1: Expectation-Based Effects of Common Attributes on Choice
	Ioannis Evangelidis, Bocconi University, Italy
	Stijn M.J. van Osselaer, Cornell University, USA

	Paper  #2: Scoptophobia in Decision-Making: the Aversion to Being Observed During Decisions and its Impact on Consumers’ Tradeoffs and Choice
	Yonat Zwebner, University of Pennsylvania, USA
	Rom Y. Schrift, University of Pennsylvania, USA

	Paper  #3: How Tradeoff Elasticity Affects Consumer Choice
	Franklin Shaddy, University of Chicago, USA
	Ayelet Fishbach, University of Chicago, USA
	Itamar Simonson, Stanford University, USA

	Paper  #4: Acquisition Mode Effect on Consumer Product Evaluation and Tradeoff Making
	Anastasiya Pocheptsova, University of South Carolina, USA 
	Ran Kivetz, Columbia University, USA
	Ravi Dhar, Yale School of Management, Yale University, USA


	Narrative Consumption in a Digital World
	Chairs: Tom van Laer, City University London, UK
	Jennifer Edson Escalas, Vanderbilt University, USA
	Paper  #1: Navigating Narratives and Altering Time: Consumption Practices in the Digital Age
	Stephanie Feiereisen, City University London, UK
	Dina Rasolofoarison, University of Southampton, UK
	Cristel Russell, American University, USA
	Hope Schau, University of Arizona, USA

	Paper  #2: Reviewing the Review: A Text Analysis of Why Online Experience Reviews Receive Positive Feedback
	Tom van Laer, City University London, UK
	Jennifer Edson Escalas, Vanderbilt University, USA
	Stephan Ludwig, University of Westminster, UK
	Ellis A. van den Hende, Delft University of Technology, Netherlands

	Paper  #3: Brand Story-making and Digital Conversations
	Luca M. Visconti, ESCP Europe Business School, France
	Tom van Laer, City University London, UK

	Paper  #4: Transformative Digital Storytelling: A Framework for Crafting Stories for Social Change Organizations
	Laura A. Peracchio, University of Wisconsin–Milwaukee, USA
	Melissa G. Bublitz, University of Wisconsin–Oshkosh, USA
	Jennifer Edson Escalas, Vanderbilt University, USA
	Pia Furchheim, HEC Lausanne, Switzerland
	Stacy Landreth Grau, Texas Christian University, USA
	Anne Hamby, Hofstra University, USA
	Mark Kay, Montclair State University, USA
	Mark Mulder, Pacific Lutheran University, USA
	Andrea Scott, Pepperdine University, USA


	Money on our Minds: Unraveling Consumers’ Complex Relationship with Money
	Chairs: Quentin André, INSEAD Europe Campus, France
	Klaus Wertenbroch, INSEAD Europe Campus, France
	Ziv Carmon, INSEAD Asia Campus, Singapore
	Paper  #1: A Sense of Wealth or Poverty Can Help or Hurt Charitable Giving
	Bob M. Fennis, University of Groningen, The Netherlands
	Lan-Nguyen Chaplin, University of Illinois at Chicago, USA
	Silviu Tierean, Erasmus University, Rotterdam, The Netherlands
	Kathleen D. Vohs, University of Minnesota, USA

	Paper  #2: Invoking the Responsible Self and Enhancing Subjective Competence: Nudges to Increase Financial Engagement
	Shannon White, University of Chicago, USA
	Abigail Sussman, University of Chicago, USA

	Paper  #3: Meaning Transforms Money: How Job Satisfaction Affects Consumers’ Perception and Use of Their Earnings
	Quentin Andre, INSEAD Europe Campus, France
	Ziv Carmon, INSEAD Asia Campus, Singapore
	Klaus Wertenbroch, INSEAD Europe Campus, France

	Paper  #4: Tuition Aversion: Impatience Impaired Financial Decision Making for Higher Education
	Haewon Yoon, Boston College, USA
	Yang Yang, University of Florida, USA
	Carey K. Morewedge, Boston University, USA


	Beyond the Present Experience: Enhancing Past and Future Utility from Experiences
	Chair: Kristin Diehl, University of Southern California, USA
	Paper  #1: Consumers’ Reliance on Imagination Moderates the Effect of Information on Anticipated Satisfaction
	Samuel Franssens, London Business School, UK
	Simona Botti, London Business School, UK

	Paper  #2: Cultivating Gratitude and Giving Through Experiential Consumption
	Amit Kumar, University of Chicago, USA
	Jesse T. Walker, Cornell University, USA
	Thomas D. Gilovich, Cornell University, USA

	Paper  #3: Celebrate or Commemorate? A Material Purchase Advantage when Honoring Special Life Events
	Joseph K. Goodman, Washington University in St Louis, USA
	Selin A. Malkoc, Washington University in St. Louis, USA
	Brittney Stephenson, Sierra Club, USA

	Paper  #4: Expected and Actual Reliving of Experiences Through Different Types of Photos
	Alixandra Barasch, University of Pennsylvania, USA
	Kristin Diehl, University of Southern California, USA
	Gal Zauberman, Yale University, USA
	Ting Zhang, Columbia University, USA


	Connections: The Social Nature of Consumption
	Chair: Sarah Lim, Cornell University, USA
	Paper  #1: Reducing Consumer Alienation: The Effect of Making Product Producers Personal 
	Christoph Fuchs, Technical University Munich, Germany and Erasmus University, The Netherlands
	Martin Schreier, WU Vienna University of Economics and Business, Austria
	Ulrike Kaiser, WU Vienna University of Economics and Business, Austria
	Stijn M. J. van Osselaer, Cornell University, USA

	Paper  #2: Made for You: The Effect of Consumer Identification on Consumer Preference 
	Sarah Lim, Cornell University, USA
	Stijn M. J. van Osselaer, Cornell University, USA
	Christoph Fuchs, Technical University Munich, Germany and Erasmus University, The Netherlands
	Martin Schreier, WU Vienna University of Economics and Business, Austria

	Paper  #3: A Relationship Account of Marketing Rewards: The Effect of Conditional vs. Unconditional Rewards on Self-Brand Connection
	Andrea Bonezzi, New York University, USA 
	Monika Lisjak, Arizona State University, USA 
	Scott Neslin, Dartmouth College, USA 

	Paper  #4: Partner or Servant? When Relationship Type Affects Trait Expectations and Evaluations of the Brand 
	Ping Dong, University of Toronto, Canada
	Pankaj Aggarwal, University of Toronto, Canada


	Beyond Utility: Psychological Antecedents and 
Consequences of Considering Present and Future States of Wealth
	Chair: Anja Schanbacher, London Business School, UK
	Paper  #1: The Power to Know What You Have: Feeling Powerful Increases Money Monitoring
	Emily N. Garbinsky, University of Notre Dame, USA
	Anne-Kathrin Klesse, Erasmus University Rotterdam, The Netherlands
	Szu-chi Huang, Stanford University, USA

	Paper  #2: Debt Aversion and the Trajectories of Psychological Pain
	Adam Eric Greenberg, UCLA Anderson School of Management, USA
	Hal E. Hershfield, UCLA Anderson School of Management, USA

	Paper  #3: How Does Future Income Affect Present Discretionary Spending? The Role of Future Self-Continuity
	Anja Schanbacher, London Business School, UK
	David Faro, London Business School, UK 
	Simona Botti, London Business School, UK

	Paper  #4: Examination of the Sampling Origin and the Range Hypothesis of Loss Aversion in 50-50 Gamble Settings
	Minah H. Jung, New York University, USA
	Clayton R. Critcher, University of California, Berkeley, USA
	Phoebe Wong, University of California, Berkeley, USA
	Leif D. Nelson, University of California, Berkeley, USA


	Affective and Contextual Influences on Charitable Behavior
	Chairs: Alexander Genevsky, Erasmus University Rotterdam, The Netherlands
	Carolyn Yoon, University of Michigan, USA
	Paper  #1: Request Framing Moderates Affective Preferences in Charitable Giving
	Alexander Genevsky, Erasmus University Rotterdam, The Netherlands
	Brian Knutson, Stanford University, USA
	Carolyn Yoon, University of Michigan, USA

	Paper  #2: Understanding and Overcoming Overhead Aversion in Charity
	Elizabeth Keenan, Harvard Business School, USA
	Ayelet Gneezy, UCSD, USA

	Paper  #3: Voting for Charity: The Benefits for Firms of Direct Consumer Involvement in Charitable Campaigns
	Grant Donnelly, Harvard Business School, USA
	Duncan Simester, Massachusetts Institute of Technology, USA
	Michael Norton, Harvard Business School, USA

	Paper  #4: Signaling Emotion and Reason in Human Cooperation
	Alixandra Barasch, University of Pennsylvania, USA
	Emma Levine, University of Pennsylvania, USA
	David Rand, Yale University, USA
	Jonathan Berman, London Business School, UK
	Deborah Small, University of Pennsylvania, USA


	Thought You Had It All Figured Out? 
Look at Children’s Consumer Behavior and Think Again 
	Chair: Tina Lowrey, HEC Paris, France
	Paper  #1: Offline Friendships Affect Facebook Activity and Teens’ Theory of Mind
	Elodie Gentina, Université de Lille 2, France

	Paper  #2: Ownership Shapes Children’s Judgments about Material goods
	Ori Friedman, University of Waterloo, Canada
	Madison Pesowski, University of Waterloo, Canada

	Paper  #3: Signaling Versus Accumulating Wealth: For Children, Refraining from Spending Implies Poverty
	Heather Kappes, London School of Economics and Political Science, UK

	Paper  #4: How Do Children Derive Happiness from Past Experiences? Developmental, Experimental, and Longitudinal Evidence
	Lan Chaplin, University of Illinois at Chicago, USA
	Tina Lowrey, HEC Paris, France
	Ayalla Ruvio, Michigan State University, USA
	L. J. Shrum, HEC Paris, France
	Kathleen Vohs, University of Minnesota, USA


	When Consumer Multitasking Emerges and How It Reshapes Consumer Behavior
	Chair: Christilene du Plessis, Rotterdam School of Management, The Netherlands
	Paper  #1: Juggling When Low in Control: The Effect of Control on Choice to Multitask
	Jerry Han, University of Texas at Austin, USA
	Susan Broniarczyk, University of Texas at Austin, USA

	Paper  #2: Drawing Conclusions While Multitasking: Distracting Background Ads Cue Consumers to Infer Product Interest Through Metacognitive Inferences
	Daniel M. Zane, Ohio State University, USA
	Robert W. Smith, Ohio State University, USA
	Rebecca Walker Reczek, Ohio State University, USA

	Paper  #3: How Multitasking Influences Consumer Learning of Brand Associations
	Christilene du Plessis, Rotterdam School of Management, The Netherlands
	Steven Sweldens, Rotterdam School of Management, The Netherlands
	Stijn van Osselaer, Cornell University, USA

	Paper  #4: A Change is as Good as a Rest: Changing Contexts Restores Self-Control
	Nicole Mead, University of Melbourne, Australia
	Jonathan Levav, Stanford University, USA


	Engaging the Marketplace in Destigmatization
	Chairs: Susan Dunnett, University of Edinburgh Business School, UK
	Ann M. Mirabito, Baylor University, USA
	Paper  #1: More Homely Than Home: Stigma, Liminality and Pilgrimage Consumption 
	Leighanne Higgins, Lancaster University Management School, UK
	Kathy Hamilton, Strathclyde Business School, UK

	Paper  #2: How Do Brands’ Destigmatizing Messages Travel Through Social Media? ‘Like a Girl!’
	Ann M. Mirabito, Baylor University, USA
	Elizabeth Crosby, University of Wisconsin-La Crosse, USA
	Kristy McManus, University of Georgia, USA

	Paper  #3: Delusion or Deception: Examining Racialized Stigma and Colorblind Politics in the Marketplace 
	Kevin D. Thomas, The University of Texas at Austin, USA
	Angelica (Angie) N. Morris, The University of Texas at Austin, USA
	Jessica (Jess) Matias, The University of Texas at Austin, USA

	Paper  #4: Divesting Identities: Counterbalancing and Demythologizing the Stigmatized Identity
	Lara Spiteri Cornish, Coventry Business School, UK
	James Cronin, Lancaster University Management School, UK
	Susan Dunnett, University of Edinburgh Business School, UK


	Bridging Brand and Interpersonal Relationship Research: How and When Is Our Connection to Brands Like Our Connection to People?
	Chair: Zeynep Gürhan-Canli, Koç University, Turkey
	Paper  #1: Brand Communication on Social Media: Effects of Non-Persuasive Self-Disclosure on Consumer Perceptions
	Li Huang, University of South Carolina, USA
	Wenyu Dou, City University of Hong Kong, Hong Kong

	Paper  #2: Fostering and Leveraging Consumer-Brand Relationships: A Psychological Distance Perspective
	Scott Connors, Washington State University, USA
Mansur Khamitov, Western University, Canada
	Jeff D. Rotman, Western University, Canada
	Matthew Thomson, Western University, Canada
	Andrew Perkins, Washington State University, USA

	Paper  #3: Warm Brands as Relationship Partners: The Dynamics of Social Exclusion, Brands, and Interpersonal Connection
	Soyoung Kim, University of Alberta, Canada 
	Sarah Moore, University of Alberta, Canada
	Kyle Murray, University of Alberta, Canada

	Paper  #4: Seeing Brands Through “Me” Colored Glasses: Effects of Self-Threat and Brand Attachment on Brand Evaluations
	Nadia Danienta, University of Illinois, USA
	Tiffany Barnett White, University of Illinois, USA


	Anthropomorphism and Consumer Behaviors: Exploring the New Processes and Implications
	Chairs: Feifei Huang, The Chinese University of Hong Kong, Hong Kong, China
	Vincent Chi Wong, Lingnan University, Hong Kong, China
	Paper  #1: I Need My Own Substance! Effects of Anthropomorphic Product Presentations on Brand Choice of Complementary Accessories
	He (Michael) Jia, The University of Hong Kong, Hong Kong, China
	B. Kyu Kim, University of Southern California, USA
	Echo Wen Wan, The University of Hong Kong, Hong Kong, China
	C. Whan Park, University of Southern California, USA

	Paper  #2: The Influence of Product Anthropomorphism on Comparative Judgment Strategy
	Feifei Huang, The Chinese University of Hong Kong, Hong Kong, China
	Vincent Chi Wong, Lingnan University, Hong Kong, China
	Echo Wen Wan, The University of Hong Kong, Hong Kong, China

	Paper  #3: Money Helps When Money Feels: Money Anthropomorphism Increases Charitable Giving
	Lili Wang, Zhejiang University, China
	Xinyue Zhou, Zhejiang University, China
	Sara Kim, The University of Hong Kong, Hong Kong, China

	Paper  #4: Evaluating Anthropomorphized Products Less Positively: “Shame on Me!”
	Ping Dong, University of Toronto, Canada
	Pankaj Aggarwal, University of Toronto, Canada


	Self-Control in Consumption: Novel Antecedents and Consequences
	Chair: Joachim Vosgerau, Bocconi University, Italy
	Paper  #1: Effect of Anger and Anxiety on Choice in Self-Control Dilemmas
	Shruti Koley, Texas A&M University, USA
	Caleb Warren, Texas A&M University, USA
	Suresh Ramanathan, Texas A&M University, USA

	Paper  #2: Bringing Ulysses to Scale: A Tale of Persistence, Spillovers and Customer Loyalty
	Daniel Mochon, Tulane University, USA
	Janet Schwartz, Tulane University, USA
	Dan Ariely, Duke University, USA

	Paper  #3: Waste Aversion for Virtue versus Vice
	Jeehye Christine Kim, INSEAD, France
	Jongmin Kim, Singapore Management University, Singapore

	Paper  #4: Pleasure, Guilt and Regret in Consumption: Revisiting the Vice-Virtue Categorization in Theories of Self-Control
	Joachim Vosgerau, Bocconi University, Italy
	Irene Scopelliti, City University London, UK
	Young Eun Huh, Hong Kong University of Science and Technology, China


	Money Orients People Away From Small-Group Sociality And Toward Large-Group Sociality: Evidence From Big Data, Experiments, And Field Studies
	Chairs: Kathleen D. Vohs, University of Minnesota, USA
	Masha Ksendzova, Boston University, USA
	Paper  #1: The Prosocial Glow of Cash: How Payment Method Affects Customers’ Perceptions of Helpfulness
	Paper  #2: Can The Way Individuals Are Rewarded Affect Motivation and Engagement?
	Paper  #3: Social Class And Social Worlds: Income Affects The Frequency And Nature of Social Contact
	Paper  #4: To Profit or Not to Profit? Consumer Support For The Social Venture Question

	Healthy or Unhealthy? Large or Small? 
How Context and Language Shape Consumption Preferences
	Chair: Anna Paley, New York University, USA
	Paper  #1: Better for Both the Waistline and the Bottom Line: A Field Study on the Sales Impact of Featuring Healthy Foods, Unhealthy Foods, or a Mix of Both
	Peggy J. Liu, University of Pittsburg, USA
	Steven K. Dallas, New York University, USA
	Matt Harding, Duke University, USA
	Gavan J. Fitzsimons, Duke University, USA

	Paper  #2: Mental Accounting for Food in Exceptional Contexts 
	Abigail B. Sussman, University of Chicago, USA
	Adam L. Alter, New York University, USA
	Anna Paley, New York University, USA 

	Paper  #3: Outsourcing Responsibility for Indulgences
	Linda Hagen, University of Michigan, USA 
	Aradhna Krishna, University of Michigan, USA
	Brent McFerran, Simon Fraser University, Canada

	Paper  #4: You Call This Healthy? Refining “Healthy Food” Claims and Their Impact on Choice and Healthiness Associations
	Quentin Andre, INSEAD, France
	Pierre Chandon, INSEAD, France
	Kelly L. Haws, Vanderbilt University, USA


	Biases in Consumer Financial Decision Making
	Chair: Andrew Long, University of Colorado, USA
	Paper  #1: Better Understood Companies Seem Like Safer Investments
	Andrew Long, University of Colorado, USA
	Philip Fernbach, University of Colorado, USA
	Bart de Langhe, University of Colorado, USA

	Paper  #2: Debt Aversion: Anomalous in Theory, Advantageous in Practice
	Daniel Walters, University of California Los Angeles, USA
	Carsten Erner, University of California Los Angeles, USA
	Craig Fox, University of California Los Angeles, USA
	Marc Scholten, Universidade Europeia, Portugal
	Daniel Read, Warwick Business School, UK
	Christopher Trepel, Fenway Summer LLC, USA

	Paper  #3: Judgments Based on Stocks and Flows: Different Presentations of the Same Data Can Lead to Opposing Inferences
	Stephen Spiller, University of California Los Angeles, USA
	Nicholas Reinholtz, University of Colorado, USA
	Sam Maglio, University of Toronto, Canada

	Paper  #4: Leaving Money on the Kitchen Table:  Exploring Sluggish Mortgage Refinancing Using Administrative Data, Surveys, and Field Experiments
	Eric Johnson, Columbia University, USA
	Stephan Meier, Columbia University, USA
	Olivier Toubia, Columbia University, USA


	The Heart and/or the Mind 2.0: 
How Affective Inputs Can Improve Our Understanding of Cognitive Processing
	Chairs: Hristina Nikolova, Boston College, USA
	Cait Lamberton, University of Pittsburgh, USA
	Paper  #1: (Emotional) Reference Point Formation
	Milica Mormann, University of Miami, USA
	Luke Nowlan, University of Miami, USA
	Joseph Johnson, University of Miami, USA

	Paper  #2: The Bright Side of Dread: Anticipation Asymmetries Explain Why Losses Are Discounted Less Than Gains
	David J. Hardisty, University of British Columbia, Canada
	Shane Frederick, Yale University, USA
	Elke U. Weber, Columbia University, USA

	Paper  #3: Do You Know How Much You’ll Hate the Fruit Salad? Affective Forecasting Ability and Self-Regulatory Success
	Hristina Nikolova, Boston College, USA
	Cait Lamberton, University of Pittsburgh, USA

	Paper  #4: Is It More Rational to Say “No”?: How Choosing Versus Rejecting Alternatives Affects Information Processing
	Tatiana Sokolova, University of Michigan, USA
	Aradhna Krishna, University of Michigan, USA


	Empty Wallets and Sparse Portfolios:
Causes and Consequences of Poor Financial Decisions
	Chair: Joshua I. Morris, Stanford University, USA
	Paper  #1: When Your Hands Are Tied: The Effect of Expense Ownership on Financial Decisions
	Joshua I. Morris, Stanford University, USA
	Szu-chi Huang, Stanford University, USA

	Paper  #2: Understanding the Expense Prediction Bias
	Chuck Howard, University of British Columbia, Canada
	David Hardisty, University of British Columbia, Canada
	Abigail Sussman, University of Chicago, USA
	Melissa Knoll, Consumer Financial Protection Bureau, USA

	Paper  #3: Discretionary Debt Decisions: Consumer Willingness to Borrow for Experiences and Material Goods
	Stephanie M. Tully, University of Southern California, USA
	Eesha Sharma, Dartmouth College, USA

	Paper  #4: Do People Understand the Benefit of Diversification?
	Nicholas Reinholtz, University of Colorado Boulder, USA
	Philip M. Fernbach, University of Colorado Boulder, USA
	Bart de Langhe, University of Colorado Boulder, USA


	Contemporary Perspectives on Consumption and Belonging
	Chair: Robert Alfonso Arias, University of Illinois at Urbana-Champaign, USA
	Paper  #1: Toward a Conceptual Understanding of Belonging in Consumer Research
	Robert Alfonso Arias, University of Illinois at Urbana-Champaign, USA

	Paper  #2: Products as Pals: Engaging With Anthropomorphic Products Mitigates Effects of Social Exclusion
	James A. Mourey, DePaul University, USA
	Jenny G. Olson, University of Kansas, USA
	Carolyn Yoon, University of Michigan, USA

	Paper  #3: The Perfect Lunchbox: Social Class Identity and Everyday Mothering
	Benedetta Cappellini, Royal Holloway, University of London, UK 
	Vicki Harman, Royal Holloway, University of London, UK

	Paper  #4: The Joneses Don’t Live Here: Conspicuous Consumption in a New Urban Neighborhood
	Meredith Thomas, University of Wisconsin - Madison, USA
	Thomas O’Guinn, University of Wisconsin - Madison, USA


	Understanding and Mitigating the Impact 
of Informational and Intentional Asymmetries in the Consumer Setting
	Chair: Michael O’Donnell, University of California Berkeley, USA
	Paper  #1: The Potential Benefits and Pitfalls of Poking Fun at Yourself: Self-Deprecating Humor as Impression Management
	Michael O’Donnell, University of California Berkeley, USA
	Minah Jung, New York University, USA
	Clayton Critcher, University of California Berkeley, USA

	Paper  #2: Backhanded Compliments: Implicit Social Comparison Undermines Flattery
	Ovul Sezer, Harvard Business School, USA
	Alison Wood Brooks, Harvard Business School, USA
	Michael Norton, Harvard Business School, USA

	Paper  #3: Endorsing Help For Others That You Oppose For Yourself: Mind Perception Guides Support for Paternalism
	Juliana Schroeder, University of California Berkeley, USA
	Adam Waytz, Northwestern University, USA
	Nicholas Epley, University of Chicago, USA

	Paper  #4: Encouraging Consumers to Consider Others’ Perspectives Helps Them Optimize Decisions about Scarce Resources
	Elanor Williams, University of California San Diego, USA
	On Amir, University of California San Diego, USA
	Alicea Lieberman, University of California San Diego, USA


	Contemporary Issues in Healthier Food Choice
	Chairs: Martin Reimann, University of Arizona, USA
	Ossama Elshiewy, University of Goettingen, Germany
	Paper  #1: The Mental Budgeting of Calories: How Nutrition Information Influences Food Consumption Day by Day, Not Meal by Meal
	Ga-Eun (Grace) Oh, Hong Kong University of Science and Technology, China
	Young Eun Huh, Hong Kong University of Science and Technology, China
	Anirban Mukhopadhyay, Hong Kong University of Science and Technology, China

	Paper  #2: Healthy-Shopping Dynamics: The Relative Healthiness of Food Purchases Throughout Shopping Trips
	Martine van der Heide, University of Groningen, Netherlands
	Koert van Ittersum, University of Groningen, Netherlands
	Jenny van Doorn, University of Groningen, Netherlands

	Paper  #3: ‘Low Fat’ but High in Sugar: Consumer Response to Misleading Nutrition Claims
	Ossama Elshiewy, University of Goettingen, Germany
	Steffen Jahn, University of Goettingen, Germany
	Tim Doering, University of Goettingen, Germany
	Yasemin Boztug, University of Goettingen, Germany

	Paper  #4: Can Children Still Be Happy If 160 Calories Are Cut Out of the Happy Meal?  Reinforcing Effects of Toys on Portion Choices
	Martin Reimann, University of Arizona, USA
	Kristen Lane, University of Arizona, USA


	What’s in a Label? How Food Labels Shape Perceptions and Consumption
	Chairs: Johannes Boegershausen, University of British Columbia, Canada
	Ga-Eun (Grace) Oh, Hong Kong University of Science and Technology, China
	Paper  #1: Does Salience of the Sound of Food Increase or Decrease Consumption?  Nailya Ordabayeva, Boston College, USA  
	Raji Srinivasan, The University of Texas at Austin, USA 

	Paper  #2: The Local Halo: Local Foods are Perceived as Both Healthy and Tasty
	Steven K. Dallas, New York University, USA 
	Peggy J. Liu, University of Pittsburgh, USA
	Gavan J. Fitzsimons, Duke University, USA

	Paper  #3: Judge Me for What I Eat: Consumers Choose Low-Calorie Labeled Food to Signal Competence
	Ga-Eun (Grace) Oh, Hong Kong University of Science and Technology, China
	Young Eun Huh, Hong Kong University of Science and Technology, China

	Paper  #4: No Fries for You! Waiters Externally Impose Self-Control to Restaurant Customers Depending on Their Weight and Gender
	Johannes Boegershausen, University of British Columbia, Canada
	Yann Cornil, University of British Columbia, Canada
	Ray Charles “Chuck” Howard, University of British Columbia, Canada


	The Surprising Effects of Affect
	Chair: Nancy M. Puccinelli, Oxford University, UK
	Paper  #1: Two Roads to Affect Effects
	Nancy M. Puccinelli, Oxford University, UK
	Dhruv Grewal, Babson College, USA
	Scott Motyka, Claremont Colleges, USA
	Susan A. Andrzejewski, California State University Channel Islands, USA
	Tamar Avnet, Yeshiva University, USA 

	Paper  #2: Apocalypse Now: The Effect of Fear and Time Orientation on Choice Deferral
	Andrew Edward White, Arizona State University, USA
	Andrea C. Morales, Arizona State University, USA
	Patti Williams, Wharton, University of Pennsylvania, USA
	Nicole Coleman, University of Pittsburgh, USA

	Paper  #3: The Different Effects of Benign versus Malicious Envy on Self-Control
	Yunhui Huang, Hong Kong University of Science and Technology, China
	Jaideep Sengupta, Hong Kong University of Science and Technology, China

	Paper  #4: The Need to Feel Better
	Charlene Y. Chen, Nanyang Business School, Singapore
	Michel T. Pham, Columbia Business School, USA


	Never Out of Touch: New Insights from the World of Haptic Engagement
	Chairs: Rhonda Hadi, University of Oxford, UK
	Ana Valenzuela, Baruch College, CUNY, USA and ESADE Business School, Spain
	Paper  #1: Grip not to Slip: How Haptic Roughness Leads to Psychological Ownership
	Bowen Ruan, University of Wisconsin - Madison, USA
	Joann Peck, University of Wisconsin - Madison, USA
	Robin Tanner, University of Wisconsin - Madison, USA
	Liangyan Wang, Shanghai Jiao Tong University, China

	Paper  #2: Good Vibrations: Consumer Responses to Technologically-Mediated Social Touch
	Rhonda Hadi, University of Oxford, UK
	Ana Valenzuela, Baruch College, CUNY, USA and ESADE Business School, Spain

	Paper  #3: Multisensory Integration of Touch and Vision During Product Evaluation and Choice
	Mathias Streicher, Innsbruck University, Austria
	Zachary Estes, Bocconi University, Italy

	Paper  #4: It Feels Softer Than It Looked: Contrast-Priming Effects of Touch-Screen Users in Multi-Channel Shopping
	Sorim Chung, University of California Riverside, USA and Rochester Institute of Technology, USA
	Amitav Chakravarti, London School of Economics & Political Science, UK
	Rami Zwick, University of California Riverside, USA


	Not Your Mother’s Celebrity Endorsement: Novel Pathways of Celebrity Influence
	Chairs: Lea Dunn, University of Washington, USA
	JoAndrea Hoegg, University of British Columbia, Canada
	Paper  #1: Consumers with Stars in their Eyes: The Influence of Celebrity Product Placement on Brand Perceptions and Behaviors
	Adriana Samper, Arizona State University, USA
	Freeman Wu, Arizona State University, USA
	Daniele Mathras, Northeastern University, USA
	Andrea Morales, Arizona State University, USA

	Paper  #2: Social Media and Celebrity Endorsement: How Social Connections can Impact Endorsement Effectiveness
	Lea Dunn, University of Washington, USA
	JoAndrea Hoegg, University of British Columbia, Canada
	Abhishek Borah, University of Washington, USA

	Paper  #3: When Celebrity Ad Placements Backfire
	Claudiu Dimofte, San Diego State, USA
	Negin Latifi Kasani, ESSEC Business School, France

	Paper  #4: Peripheral Endorsement: How Perceptual Congruence with Celebrities Can Benefit Brands
	Dan Rice, Louisiana State University, USA
	Andrew Kuo, Louisiana State University, USA
	Rebecca Rast, Louisiana State University, USA


	“Because its 2016”: Documenting the Persistence of and Challenge
to Gender Stereotyping in the Marketplace
	Chairs: Steven Shepherd, Oklahoma State University, USA
	Linda Tuncay Zayer, Loyola University Chicago, USA
	Paper  #1: Identifying and Explaining the Sex-Gap in Consumer Responses to Product Failures: Gender Stereotypes Create Victims Out of Women
	Steven Shepherd, Oklahoma State University, USA
	Alysson Light, University of the Sciences, USA

	Paper  #2: Female Gamers: An Investigation of Gendered Consumer Vulnerability
	Robert L. Harrison, Western Michigan University, USA
	Jenna M. Drenten, Loyola University Chicago, USA
	Nicholas Pendarvis, University of South Carolina, USA

	Paper  #3: Resistance to Gender Stereotyping in Advertising Institutions
	Linda Tuncay Zayer, Loyola University Chicago, USA
	Catherine Coleman, Texas Christian University, USA
	Ozlem Hesapci, Bogazici University, Turkey

	Paper  #4: Perceptions of Changing Beauty Norms: An Exploratory Study
	Kate Pounders, University of Texas at Austin, USA
	Amanda Mabry, University of Texas at Austin, USA


	The Influence of Tracking Time on Judgments of Experiences, Time, and the Self
	Chairs: Gabriela Tonietto, Washington University in St. Louis, USA
	Selin A. Malkoc, Washington University in St. Louis, USA
	Paper  #1: How “Time until the End” Influences Actual versus Predicted Consumer Experiences: A Resource Allocation Account
	Paper  #2: When an Hour Feels Shorter: Salient Endpoints Contract the Perception and Consumption of Time
	Paper  #3: Movement through Time and Space Shapes Psychological Distance
	Paper  #4: Neglecting Decline: Biased Views of Personal Development Driven by Failure to Recall and Predict Negative Change

	Self-Presentation in Online Word of Mouth 
	Chair: Francesca Valsesia, University of Southern California, USA
	Paper  #1: The Influence of Self-Presentation Concerns on Online Reviews
	Francesca Valsesia, University of Southern California, USA
	Joseph C. Nunes, University of Southern California, USA
	Andrea Ordanini, Bocconi University, Italy

	Paper  #2: Social Acceptance and Social Sharing
	Zoey Chen, University of Miami, USA

	Paper  #3: Unintended Consequences of Indirect Impression-Management
	Kirk Kristofferson, Arizona State University, USA
	Katherine White, University of British Columbia, Canada 

	Paper  #4: Bliss is Ignorance: Happiness, Naiveté, and Exploitation
	Alixandra Barasch, University of Pennsylvania, USA
	Emma E. Levine, University of Pennsylvania, USA
	Maurice E. Schweitzer, University of Pennsylvania, USA


	Unveiling the Social Dynamics of Word of Mouth
	Chair: Francesca Valsesia, University of Southern California, USA
	Paper  #1: I Rated It First! Feelings of Psychological Ownership and Consumer Ratings 
	Francesca Valsesia, University of Southern California, USA
	Joseph C. Nunes, University of Southern California, USA
	Andrea Ordanini, Bocconi University, Italy

	Paper  #2: Dancing with the Enemy: Dynamics, Drivers, and Outcomes of Rival Brand Engagement
	Behice Ece Ilhan, DePaul University, USA
	Koen Pauwels, Ozyegin University, Turkey
	Raoul Kuebler, Ozyegin University, Turkey

	Paper  #3: Social Distance in Online Reviews: When Negative Reviews Prove Positive for Brands
	Nailya Ordabayeva, Boston College, USA
	Lisa A. Cavanaugh, University of Southern California, USA
	Darren Dahl, University of British Columbia, Canada 

	Paper  #4: The Broader Scope of the Experience Superiority—Just Listen!
	Wilson Bastos, Católica-Lisbon, Portugal
	Sarah Moore, University of Alberta, Canada


	The Politicization of Markets: Exploring the Interplay Between Politics and Markets
	Chairs: Katja H. Brunk, European University Viadrina, Frankfurt (Oder), Germany
	Benjamin J. Hartmann, University of Gothenburg, Sweden
	Ela Veresiu, Schulich School of Business, York University, Canada
	Paper  #1: Market-Mediated Multiculturation: The Institutional Shaping of the Ethnic Consumer Subject
	Ela Veresiu, York University, Canada
	Markus Giesler, York University, Canada

	Paper  #2: Brand Retrofication: How East German Consumers Animate a Retro Brand Market to Create a Revisionist Eastern Consumption Culture
	Benjamin J. Hartmann, Gothenburg University, Sweden
	Katja H. Brunk, European University Viadrina, Frankfurt (Oder), Germany
	Markus Giesler, York University, Canada

	Paper  #3: Myth Market Formation and the Irony of Neoliberalism: Insights from the Export of Danish Eldercare to China
	Stine Bjerregaard, University of Southern Denmark, Denmark
	Dannie Kjeldgaard, University of Southern Denmark, Denmark
	Soren Askegaard, University of Southern Denmark, Denmark

	Paper  #4: Political Consumerism as Neoliberal Therapy: How An Actually Existing Neoliberalism Produces Entrepreneurial Passion
	Craig Thompson, University of Wisconsin-Madison, USA
	Ankita Kumar, University of Wisconsin-Madison, USA


	Researching Outside the Box:  The Cognitive and Motivational Processes of Creativity
	Chair: Melanie S. Brucks, Stanford University, USA
	Paper  #1: The Upside of Messy Surroundings: Cueing Divergent Thinking, Problem Solving, and Increasing Creativity 
	Kathleen D. Vohs, University of Minnesota, USA
	Aparna A. Labroo, Northwestern University, USA
	Ravi Dhar, Yale University, USA

	Paper  #2: The Creative Power of Color Harmony
	Nara Youn, Hongik University, Korea
	Changyeop Shin, Hongik University, Korea
	Angela Y. Lee, Northwestern University, USA

	Paper  #3: The Pursuit of Creativity in Idea Generation Contests
	Melanie S. Brucks, Stanford University, USA
	Szu-chi Huang, Stanford University, USA

	Paper  #4: Creativity in Open Innovation Contests: How Seeing Others’ Ideas Can Harm or Help Your Creative Performance
	Reto Hofstetter, University of Lugano, Switzerland
	Darren W. Dahl, University of British Columbia, Canada
	Suleiman Aryobsei, University of St. Gallen, Switzerland
	Andreas Herrmann, University of St. Gallen, Switzerland


	Religion and Consumption Decisions: Acquisition, Disposition, and Susceptibility to Advertising and Social Influence
	Chairs: Keisha Cutright, Duke University, USA
	Alison Jing Xu, University of Minnesota, USA
	Paper  #1: Love It but Leave It: The Divergent Effects of Religiosity on Attitudinal versus Behavioral Brand Loyalty
	Alison Jing Xu, University of Minnesota, USA
	Nicholas J. Olson, University of Minnesota, USA
	Rohini Ahluwalia, University of Minnesota, USA

	Paper  #2: The Price of Faith: Religion’s Role in the Endowment Effect
	Vivian Yue Qin, Duke University, USA
	Richard Staelin, Duke University, USA
	Gavan J. Fitzsimons, Duke University, USA

	Paper  #3: In God’s Hands: How Religion Dampens the Effectiveness of Fear Appeals
	Eugenia Wu, University of Pittsburgh, USA
	Keisha Cutright, Duke University, USA

	Paper  #4: Attachment to God Reduces Conformity to the Choices of the Majority
	Vivian Yue Qin, Duke University, USA
	Alison Jing Xu, University of Minnesota, USA


	A Sensational Session: Understanding the Effect of Sensory Cues on Choice 
and Consumption Decisions
	Chairs: Monica Wadhwa, INSEAD, Singapore
	Kuangjie Zhang, Nanyang Technological University, Singapore
	Paper  #1: The Color of Indulgence: How Dark Color Influences Indulgent Consumption
	Kuangjie Zhang, Nanyang Technological University, Singapore
	Monica Wadhwa, INSEAD, Singapore
	Amitava Chattopadhyay, INSEAD, Singapore

	Paper  #2: Strumming the Chords of Your Mind: The Effects of Lyrical Music versus Instrumental Music on Construal Level and Choice
	Xiaoyan Deng, The Ohio State University, USA
	Xiaojing Yang, University of Wisconsin-Milwaukee, USA
	Lei Jia, The Ohio State University, USA
	Hyojin Lee, San Jose State University, USA

	Paper  #3: The Crunch Effect: Food Sound Salience as a Consumption Monitoring Cue
	Ryan S. Elder, Brigham Young University, USA
	Gina S. Mohr, Colorado State University, USA

	Paper  #4: Choice and Quantity in Conflict: Post-Taste Food Consumption and Inferences of Self-Control
	Ga-Eun (Grace) Oh, Hong Kong University of Science and Technology, China
	Anirban Mukhopadhyay, Hong Kong University of Science and Technology, China


	Advances in Mental Accounting
	Chairs: Kristen Duke, University of California, San Diego, USA
	On Amir, University of California, San Diego, USA
	Paper  #1: A Price-Purchase Paradox
	Shirley Zhang, University of Chicago, USA
	Christopher Hsee, University of Chicago, USA
	Abigail Sussman, University of Chicago, USA

	Paper  #2: The Influence of Categorical Framing on Budgeting
	Miaolei Jia, National University of Singapore, Singapore
	Xiuping Li, National University of Singapore, Singapore
	Leonard Lee, National University of Singapore, Singapore

	Paper  #3: Spending or Stockpiling: Consumers’ Decisions to Redeem Loyalty Program Points
	SoYeon Chun, Georgetown University, USA
	Rebecca Hamilton, Georgetown University, USA

	Paper  #4: Mental Accounting of Guilt: Decoupling Guilt from Consumption
	Kristen Duke, University of California, San Diego, USA
	On Amir, University of California, San Diego, USA


	Competitive Papers—Full
	Keep It Simple Stimuli: Brain-Vetted Elements of Movie Trailers 
Predict Opening Weekend Ticket Sales
	Samuel B. Barnett, Northwestern University, USA
	Hope M. White, Northwestern University, USA
	Moran Cerf, Northwestern University, USA

	Revisiting The Ghetto: 
How The Meanings of Gay Districts Are Shaped by The Meanings of The City
	Jack Coffin, University of Manchester, UK
	Emma Banister, University of Manchester, UK
	Anna Goatman, University of Manchester, UK

	How Sexy can a Paper Clip get? 
Evidence for the Transfer of Erotic Meaning to “Unsexy” Products
	Georg Felser, Harz University of Applied Sciences, Germany

	Perpetual Dispossession: An Exploration of Ownership without Possession
	Matthew Hall, University of Nebraska - Lincoln, USA
	Xin Zhao, Lancaster University Management School, UK

	Consuming a Machinic Servicescape
	Joel Hietanen, Stockholm University, Sweden
	Mikael Andéhn, Aalto University, Finland
	Thom Iddon, Stockholm University, Sweden
	Iain Denny, Stockholm University, Sweden
	Anna Ehnhage, Stockholm University, Sweden

	Why Negative Political Ads Don’t Work on Gen Y
	Andrew Hughes, Research School of Management, Australian National University, Australia

	How Word of Mouth Influences the Storyteller:
Does the Effect Replicate in China?
	Hengcong Jiang, Cass Business School, City University of London, UK
	Tom van Laer, Cass Business School, City University of London, UK

	Making of Celebrities: A Comparative Analysis of Taiwanese and American Fashion Bloggers
	Hsin-Hsuan Meg Lee, ESCP Europe, UK

	From “Moving Consumption” to “Spacing Consumption:” 
In Search of Consumption Geographies
	Andrea Lucarelli, Stockholm Business School, Sweden
	Massimo Giovanardi, School of Management, University of Leicester, UK

	A Semiotic Ethnographic Inquiry into the Existential Effects of 
Chronic Pain on Consumer Behavior
	Laura Oswald, Marketing Semiotics, Inc., USA

	Socialization of the Black Female Consumer: Power and Discourses in Hair-Related Consumption
	Ana Raquel Rocha, Federal University of Rio de Janeiro (COPPEAD), Brazil 
	Catia Schott, Federal University of Rio de Janeiro (COPPEAD), Brazil
	Letícia Casotti, Federal University of Rio de Janeiro (COPPEAD), Brazil

	Bringing Together Japanese Organic Food Consumers and Producers After Fukushima
	Sumire Stanislawski, Tokyo International University, Japan

	“I Know what I Like”: Parallel Tastes in Fine Art Consumption
	Tajana Stankovic, University of Strathclyde, UK
	Andrea Tonner, University of Strathclyde, UK
	Alan Wilson, University of Strathclyde, UK

	Consuming “To Have No Self”: Kawaii Consumption in Japanese Women’s Identity Work
	Satoko Suzuki, Kyoto University, Japan
	Saori Kanno, Komazawa University, Japan
	Kosuke Mizukoshi, Tokyo Metropolitan University, Japan
	Yoshinori Fujikawa, Hitotsubashi University, Japan

	When Credibility Truly Matters Online: 
Investigating the Role of Source Credibility for the Impact of Customer Reviews
	Wolfgang Weitzl, University of Vienna, Austria
	Elisabeth Wolfsteiner, University of Vienna, Austria
	Sabine Einwiller, University of Vienna, Austria
	Udo Wagner, University of Vienna, Austria

	The Style is the Brand: The Poetic Choreography of Idea Behaviour
	Roel Wijland, University of Otago, New Zealand
	Stephen Brown, University of Ulster, Ireland

	The Effect of the Extraordinary: Reliance on Feeling over Reason in Decision Making
	Xuhong Zhuang, Kobe University, Japan

	Analyzing Antecedent Factors of Cognitive Dissonance using E-Commerce Data
	Keiko Yamaguchi, GiXo Ltd., Japan
	Makoto Abe, University of Tokyo, Japan

	Competitive Papers—Extended Abstracts
	Effects of Meritocratic Beliefs on Consumer Expectations for 
Unearned Preferential Rewards
	Jungyun Kang, Sungkyunkwan University, Korea
	Sunghee Jun, Seoul National University, Korea
	Kiwan Park, Seoul National University, Korea
	Hakkyun Kim, Sungkyunkwan University, Korea

	Customer Empathetic Responses toward Brands Being Treated Unfairly
	Thomas Allard, Nanyang Technological University, Singapore
	Lea Dunn, University of Washington, USA
	Katherine White, University of British Columbia, Canada

	When 2 + 1 is Less Than 3: Comparative Pricing Strategies for Premium Upgrades
	Thomas Allard, Nanyang Technological University, Singapore
	David J. Hardisty, University of British Columbia, Canada
	Dale Griffin, University of British Columbia, Canada

	Guilt trips: Transportation and the persuasiveness of guilt appeals
	Paolo Antonetti, Queen Mary University of London, UK
	Paul Baines, Cranfield University, UK

	“I Couldn’t Help But to Cry!” “I Couldn’t Help But to Yell “Yes!”
Dimorphous Expressions Inform Consumers of Users’ Motivational Orientations
	Oriana R. Aragón, Clemson University, USA

	Attainment Goals and Maintenance Goals: 
The Appeal of Approach Versus Avoidance Framed Strategies
	Gizem Atav, James Madison University, USA
	Kalpesh K. Desai, University of Missouri-Kansas City, USA 

	On Self-Construal and Lie Acceptability: 
Culture and Consumer Responses Toward Deceptive Advertising
	So Hyun Bae, Hong Kong Baptist University, Hong Kong
	Xiaoyan Liu, Southwestern University of Finance and Economics, China
	Sharon Ng, Nanyang Technological University, Singapore

	By the Grace of Brands: The Role of Brand Leadership in the Process of Restoring Control
	Joshua T. Beck, University of Oregon, USA
	Alexander Bleier, Boston College, USA
	Ryan Rahinel, University of Cincinnati, USA

	Marketing, Get Ready to Rumble: Why Consumers Appreciate Brand Rivalries
	Johannes Berendt, German Sport University, Germany
	Sebastian Uhrich, German Sport University, Germany

	Theorising Gender, Theorising Fat: The Material-Semiotics of The Obesogenic Environment For Professional Women Weight-Cyclers
	Shona Bettany, Liverpool John Moores University, UK
	Ben Kerrane, Lancaster University, UK

	More Than Just the Money: 
Psychological and Behavioral Consequences of Participating in Crowdfunding
	Sally Bitterl, Vienna University of Economics and Business, AUT
	Martin Schreier, Vienna University of Economics and Business, AUT

	When Perceiving Low Control Fosters Great Expectations:
The Case of Financial Decision Making
	Sean Blair, Georgetown University, USA

	Delighted by Deviating Design: 
The Relation between Construal Level and Surface Mimicry
	Tess Bogaerts, Ghent University, Belgium
	Christophe Labyt, Ghent University, Belgium
	Mario Pandelaere, Virginia Tech, USA

	Impact Bias or Underestimation?
Outcome Specifications Determine the Direction of Affective Forecasting Errors
	Eva Buechel, University of South Carolina, USA
	Carey Morewedge, Boston University, USA
	Jiao Zhang, University of Oregon, USA

	The Fixed Unit Effect: When Size Does Not Matter, But Number of Units Does
	Myla Bui, Loyola Marymount University, USA
	Brennan Davis, California Polytechnic University, USA
	Collin Payne, New Mexico State University, USA
	Maura L. Scott, Florida State University, USA

	The Many-Faced Consumer: 
Practices And Consequences of Social Media Government
	Laurent Busca, Université Toulouse Capitole, France
	Laurent Bertrandias, Université Toulouse Paul Sabatier, France

	Consumers Rely More on Online Review Scores 
When They First Form an Independent Opinion 
	Adrian R. Camilleri, RMIT University, Australia

	The Moral, The Team, and The Ends:
A Three-Motive Model of Moral Judgment for Politics and Other Team Contexts
	Troy Campbell, University of Oregon, USA
	Heather Mann, Duke University, USA
	Dan Ariely, Duke University, USA

	The Visual Acuity of Less: 
Why People Underestimate Increases but not Decreases in Quantity
	Pierre Chandon, INSEAD, France
	Nailya Ordabayeva, Boston College, USA

	The Thought Counts: Effect of Surprise on the Consumption Experience of Gifts
	Charlene Y. Chen, Nanyang Technological University, Singapore
	Claire I. Tsai, University of Toronto, Canada

	The Found Time
	Jaeyeon Chung, Columbia Business School, USA
	Leonard Lee, National University of Singapore, Singapore
	Donald Lehmann, Columbia Business School, USA
	Claire Tsai, University of Toronto, Canada

	The Role of Implicit Theories in Evaluations of ‘Plus-Size’ Advertising
	Melissa Cinelli, University of Mississippi, USA
	Lifeng Yang, University of Mississippi, USA

	Behavioral Interventions to Reducing the Negative Consequences of 
Deferrals on Subsequent Blood Donation
	Michel Clement, University of Hamburg, Germany
	Martha Wegner, University of Hamburg, Germany
	Nina Mazar, University of Toronto, Canada
	Ann-Christin Langmaack, University of Hamburg, Germany

	Do I Get Stronger When I Stop to Eat My Spinach? 
The Impact of Planned Breaks on Self-Regulation
	Rita Coelho do Vale, UCP-Catolica Lisbon School of Business and Economics, Portugal

	Consumer Endorsements: 
When and How Do Consumers Remember Their Own Misleading Recommendations?
	Elizabeth Cowley, University of Sydney, Australia
	Christina I Anthony, University of Sydney, Australia

	Fields of Transcultural Practices: 
The Role of Religion in Multicultural Marketplaces
	Angela Gracia B. Cruz, Monash University, Australia
	Yuri Seo, University of Auckland, New Zealand
	Margo Buchanan-Oliver, University of Auckland, New Zealand

	Boundary Crossing and the Diffusion of Cultural Innovations
	Pierre-Yann Dolbec, Concordia University, Canada

	Consumer Co-Creations: Understanding Disappointment with Co-Created Products
	Leigh Anne Novak Donovan, Illinois State University, USA
	Richard J. Lutz, University of Florida, USA

	Reducing Uncertainty by Increasing It: 
How Inducing Uncertainty in Uncertainty Appraisals of Reviewer Trustworthiness Attenuates Bias Correction and Product Devaluation
	Christilene du Plessis, Erasmus University, The Netherlands
	Andrew T. Stephen, Oxford University, UK
	Yakov Bart, Northeastern University, USA
	Dilney Goncalves, IE Business School, Spain

	Reminders of the Sun Influence Men’s Attitude towards Luxury Products
	Mohammed El Hazzouri, Mount Royal University, Canada
	Kelley Main, University of Manitoba, Canada
	Donya Shabgard, University of Manitoba, Canada

	Comparison Focus:
The Asymmetric Impact of Context Effects on Advantaged versus Disadvantaged Options
	Ioannis Evangelidis, Bocconi University, Italy
	Jonathan Levav, Stanford University, USA
	Itamar Simonson, Stanford University, USA

	Hedonic Editing Revisited
	Ellen Evers, University of California Berkeley, USA
	Alex Imas, Carnegie Mellon University, USA
	George Loewenstein, Carnegie Mellon University, USA

	Moving Forward, Falling Back: 
How Perceptions of Motion Mask the Dangers of Unhealthy Consumption
	Tatiana M. Fajardo, Florida State University, USA
	Jiao Zhang, University of Oregon, USA
	Michael Tsiros, University of Miami, USA

	In Good Shape: The Influence of Container Curvature on 
Consumers’ Perceptions and Consumption
	Alexandra Festila, MAPP Centre, Department of Management, Aarhus University, Denmark
	Polymeros Chrysochou, MAPP Centre, Department of Management, Aarhus University, Denmark

	To Me or Not to Me: 
Personal Body as Contested Ownership
	Elena Fumagalli, HEC Paris, France
	Luca M. Visconti, ESCP Europe, France
	Kristine de Valck, HEC Paris, France

	“Will We Hate Google One Day?”
A Convention Theory Perspective on Public Brand Evaluations
	Sabrina Gabl, University of Innsbruck, Austria
	Verena E. Stoeckl, University of Innsbruck, Austria
	Andrea Hemetsberger, University of Innsbruck, Austria

	Softness in the Ear: How Musical Sophistication Influences the 
Interaction Between Music and Expected Haptic Softness
	Maximilian Gaerth, University of Mannheim, Germany
	Haiming Hang, University of Bath, United Kingdom

	Advance Gratitude Expressions as a Prosocial Appeal
	Leandro Galli, University of Warwick and London Business School, UK
	Katherine White, University of British Columbia, Canada
	Piotr Winkielman, University of Warwick and UCSD
	Hongwei He, University of Strathclyde

	Do Consumers Learn New Currencies as They Learn New Languages?
The Impact of Price Syntax and Synonyms on Learners’ Proficiency 
	Charlotte Gaston-Breton, ESCP Europe Madrid Campus, Spain
	David Luna, Zicklin School of Business Baruch College CUNY, USA

	How the Norm of Reciprocity Influences Sharing in Direct and Generalized Exchanges
	Alina Geiger, University of Bayreuth, Germany
	Class Christian Germelmann, University of Bayreuth, Germany

	Congruence and Incongruence in Advertising-Medium Combinations: 
More Than Just Two Sides of the Same Coin
	Claas Christian Germelmann, University of Bayreuth, Germany
	Jean-Luc Herrmann, Université de Lorraine, France
	Mathieu Kacha, Université de Lorraine, France
	Peter Darke, Schulich School of Business, York University, Canada
	Sebastian Macht, University of Bayreuth, Germany

	“The Review is Sponsored by”: The Effect of Sponsorship Disclosure on Blog Loyalty
	Maximilian H. E. E. Gerrath, Leeds University Business School, UK
	Bryan Usrey, Leeds University Business School, UK

	When Money Doesn’t Talk: 
Corporations Receive Less Credit for Monetary Donations
	Rachel Gershon, Washington University, USA
	Cynthia Cryder, Washington University, USA

	When Goal-Derived Assortments Lead to Goal-Inconsistent Choices
	Kristof Geskens, Vlerick Business School, Belgium
	Andrea Bonezzi, New York University, USA
	Alexander Chernev, Northwestern University, USA
	Karen Gorissen, Ghent University, Belgium
	Bert Weijters, Ghent University, Belgium

	Shared Happiness and Relational Identities among 
French Grandmothers and Grandchildren
	Delphine Godefroit-Winkel, OPI, Morocco
	Marie Schill, Université Reims Champagne-Ardenne, France

	The Impact of ‘Known Value Item’ (KVI) Prices on 
Product Price Perceptions and Expectations
	Frank Goedertier, Vlerick Business School, Belgium
	Bert Weijters, Ghent University, Belgium
	Karen Gorissen, Ghent University, Belgium

	Aesthetic Contrast Motivates Prosocial Behavior
	Amir Grinstein, Northeastern University, USA & VU Amsterdam, The Netherlands
	Henrik Hagtvedt, Boston College, USA
	Ann Kronrod, Michigan State University, USA & Northeastern University, USA

	The Effect of Smileys as Motivational Incentives on Children’s Food Choices: 
A Field Experiment in European Primary Schools
	Wencke Gwozdz, Copenhagen Business School, Denmark
	Lucia A. Reisch, Copenhagen Business School, Denmark
	Marge Eha, University of Tartu, Estonia
	Gabriele Eiben, University of Gothenburg, Sweden
	Monica Hunsberger, University of Gothenburg, Sweden
	Kenn Konstabel, University of Tartu, Estonia
	Eva Kovacs, University of Pécs, Hungary
	Edyta Luszczki, University of Rzeszów, Poland
	Artur Mazur, University of Rzeszów, Poland
	Edina Mendl, University of Pécs, Hungary
	Stefan Rach, University of Bremen, Germany
	Maike Wolters, University of Bremen, Germany
	Iris Pigeot, University of Bremen, Germany

	Children on Sale: The Interactive Roles of Fundraising Promotion and 
Prosocial Identity on Charitable Intent
	EunJoo Han, Auckland University of Technology, New Zealand
	Claire Heeryung Kim, Indiana University, USA

	Exploring the Antecedents and Consumer Behavioral Consequences of 
“Feeling of Missing Out (FOMO)”
	Ceren Hayran, Koc University, Turkey
	Lalin Anik, University of Virginia, USA
	Zeynep Gürhan-Canlı, Koc University, Turkey

	Blink and You’ll Miss It: The Consequences of Ephemeral Messaging
	Daniel He, Columbia University, USA
	Ran Kivetz, Columbia University, USA

	A Goal Dependent Model of Certainty and Information Seeking
	Sharlene He, Northwestern University, USA
	Derek Rucker, Northwestern University, USA

	Consuming Bondieuserie: Raising the Profile of Religious Kitsch Consumption
	Leighanne Higgins, Lancaster University, UK
	Kathy Hamilton, University of Strathclyde, UK

	When Exploding Deals Create Competitive Customers: Understanding the Psychological Consequences of Scarcity Marketing Tactics
	Jillian Hmurovic, University of Pittsburgh, USA
	Kelly Goldsmith, Northwestern University, USA
	Cait Lamberton, University of Pittsburgh, USA

	More than Words: 
a Psycholinguistic Perspective on the Properties of Effective Brand Slogans
	Brady Hodges, Texas A&M University, USA
	Caleb Warren, Texas A&M University, USA
	Zachary Estes, Bocconi University, Italy

	Visualizing Emergent Identity of Assemblages in the Consumer Internet of Things: 
A Topological Data Analysis Approach
	Donna Hoffman, George Washington University, USA
	Tom Novak, George Washington University, USA

	The Heat Up / Cool Down-Model of Boycotting
	Wassili Lasarov, Christian Albrechts University of Kiel, Germany
	Stefan Hoffmann, Christian Albrechts University of Kiel, Germany
	Ulrich Orth, Christian Albrechts University of Kiel, Germany
	Karoline Held, Christian Albrechts University of Kiel, Germany

	The Language Backfire Effect: When Language Switch Threatens 
Consumer’s Identity and Affects Satisfaction Toward the Service
	Jonas Holmqvist, Kedge Business School, France
	Yves Van Vaerenbergh, KU Leuven, Belgium
	Micael Dahlén, Stockholm School of Economics, Sweden
	Renaud Lunardo, Kedge Business School, France

	Health Messages: The Roles of Emotions and Type of Healthcare Advocacies
	Donna Hoffman, George Washington University, USA
	Tom Novak, George Washington University, USA

	Consumer Brand Knowledge: A Multiple Memory Systems Model
	Ming Hsu, University of California Berkeley, USA
	Yuping Chen, National Taiwan University, Taiwan

	The Impact of Power on Reliance on Feelings versus Reasons in Decision Making
	Yunhui Huang, Hong Kong University of Science and Technology, China 
	Jiewen Hong, Hong Kong University of Science and Technology, China
	Hannah H. Chang, Singapore Management University, Singapore 

	Crush on You: Romantic Crush 
Increases Consumers’ Preferences for Strong Sensory Stimuli
	Xun (Irene) Huang, Nanyang Technological University, Singapore
	Ping Dong, University of Toronto, Canada
	Meng Zhang, Chinese University of Hong Kong, China

	From Nothingness into Being:
Creation and Resilience of a Decentralized Brand
	Mariam Humayun, York University, Canada
	Russell Belk, York University, Canada

	Blaming McDonald’s: Anthropomorphized Temptation, 
Failed Self-Control, and Support for Paternalistic Intervention
	Julia D. Hur, Northwestern University, USA
	Wilhelm Hoffman, University of Cologne, Germany
	Minjung Koo, Sungkyunkwan University, South Korea

	Let’s Look the Gift Horse in the Mouth: 
A Closer Examination of How Consumers Respond to Free Offers 
	Björn A. Hüttel, University of Passau, Germany
	Christian J. Wagner, University of Passau, Germany
	Jan H. Schumann, University of Passau, Germany
	Martin Mende, Florida State University, USA
	Maura L. Scott, Florida State University, USA

	Do Skewed Base-Rates Affect Advertising Effects on Brand Attitudes? 
On the Role of Pseudocontingencies in Evaluative Conditioning
	Mandy Hütter, University of Tübingen, Germany
	Forian Kutzner, University of Heidelberg, Germany
	Klaus Fiedler, University of Heidelberg, Germany

	The Pursuit of Happiness and Quest for Wealth: 
Do Materialists Really Save Less and Borrow More, and if so Why?
	Esther Jaspers, Tilburg University, The Netherlands
	Rik Pieters, Tilburg University, The Netherlands

	Shake Hard Play Hard: 
The Impact of Risk on Consumer Behavior in the Aftermath of Disaster
	Jayson S. Jia, University of Hong Kong, China
	Jianmin Jia, Chinese University of Hong Kong, China
	Christopher Hsee, University of Chicago, USA
	Baba Shiv, Stanford University, USA

	Argumentum ad Novitatem: Mere Newness as a Choice Heuristic
	Joseph Yun Jie, University of California Riverside, USA
	Ye Li, University of California Riverside, USA 

	What Comes Next? Family Carers’ Experiences of Role and 
Identity Transition on Cessation of the Caring Role
	Carol Kelleher, University College Cork, Ireland
	Helen McGrath, University College Cork, Ireland

	The Impact of Large Versus Small Menu Size on Calorie Estimation
	Junghyun Kim, Virginia Tech, USA
	Yong Kyu Lee, York College, CUNY, USA
	Paul Herr, Virginia Tech, USA

	How Heavy is Your Smartphone? 
Imaginary Weight Perception of Smartphone Users and Its Impact on Product Evaluation
	Sang-Hoon Kim, Seoul National University, Korea
	Yuna Choe, Seoul National University, Korea
	Youseok Lee, Seoul National University, Korea

	Residential Mobility and Uniqueness Seeking
	Minkyung Koo, University of Illinois at Urbana Champaign, USA
	Andy H. Ng, University of Illinois at Urbana Champaign, USA
	Shigehiro Oishi, University of Virginia, USA

	The Asymmetric Nature and Motivation of Experiential and Material Purchases, 
and Their Impact on Happiness
	Sofia Kousi, Athens University of Economics & Business, Greece
	Flora Kokkinaki, Athens University of Economics & Business, Greece

	The Absolute More, The Merrier:
How Dispositional Greed Influences Individual Thinking Styles
	Goedele Krekels, HEC Lausanne, Switzerland
	Mario Pandelaere, Virginia Tech, USA, & Ghent University, Belgium

	Out of Proportion? 
The Role of Leftovers in Eating-Related Affect and Behavior
	Aradhna Krishna, University of Michigan, USA
	Linda Hagen, University of Southern California, USA

	It’s Not You, It’s Me: Consequences of Charitable Support Allocation on 
Consumer Prosocial Identity and Subsequent Support Behaviors
	Kirk Kristofferson, Arizona State University, USA
	Katherine White, University of British Columbia, Canada
	Darren W. Dahl, University of British Columbia, Canada
	Cait Lamberton, University of Pittsburgh, USA

	Positive Effects from Negative Virtual Experiences: 
How Virtual Reality Can Be Used Effectively in Marketing 
	Kirk Kristofferson, Arizona State University, USA
	Michelle Daniels, Arizona State University, USA
	Andrea Morales, Arizona State University, USA

	The Effects of Self-Identity Activation and Emotions on Donation Decisions
	Canice M. C. Kwan, Lingnan (University) College, Sun Yat-Sen University, China
	Robert S. Wyer, Chinese University of Hong Kong, China

	The Impact of Hierarchical Decisions on Choice Extremeness
	Jing Lei, University of Melbourne, Australia
	Ying Zhang, Peking University, China

	Paying More to Save Less: 
The Effect of Self-selected Price Bundling on Willingness to Pay
	Yi Li, IÉSEG School of Management, France
	Tatiana Sokolova, University of Michigan, USA

	Cognitively Optimized Measurement of Preferences
	Ye Li, University of California Riverside, USA
	Daniel Wall, Rutgers University, USA
	Eric Johnson, Columbia University, USA
	Olivier Toubia, Columbia University, USA

	Buy One Get One to Share: Preference between Bonus Packs and Price Discounts For Experiential Versus Material Products
	Sarah Lim, Cornell University, USA
	Oona Cha, Chung-Ang University, South Korea
	Incheol Choi, Seoul National University, South Korea

	Moderation by Extremes:
Biases in Reward Perceptions Drive Compromise Effects in Financial Bundles 
	Peggy Liu, University of Pittsburgh, USA
	Cait Lamberton, University of Pittsburgh, USA
	Kelly Haws, Vanderbilt University, USA

	The Unit Bias: 
Evidence for a Categorization Bias in Estimating Quantities
	Kailuo Liu, University of Toronto, Canada 
	Bernd Schmitt, Columbia Business School, USA 

	Less Willing to Pay but More Willing to Buy: 
Preference Reversals for Freebie and Non-Freebie Bundles
	Zoe Y. Lu, University of Wisconsin - Madison, USA
	Christopher K. Hsee, University of Chicago, USA

	Gender Identity-related Reactions to Sex-typed and Unisex labeled Products
	Susanne Ludwig, University of Mannheim, Germany
	Stefan Hattula, University of Stuttgart, Germany
	Florian Kraus, University of Mannheim, Germany

	He’s Just Not That Into Anyone: The Impact of Sex Fantasy on Attraction
	Jingjing Ma, Peking University, China
	David Gal, University of Illinois at Chicago, USA

	Happiness From Experiences: It’s All in the Mind(set)
	Shilpa Madan, Nanyang Technological University, Singapore
	Elison Lim, Nanyang Technological University, Singapore
	Sharon Ng, Nanyang Technological University, Singapore

	Choice Overload or Time Stress: What Determines Purchase Decisions for Airline Tickets?
	Ammara Mahmood, City University London, UK
	Boshuo Go, Imperial College London, UK
	Catarina Sismeiro, Imperial College London, UK

	A Consumer Theory of Acquisitions
	Elisa Maira, Erasmus University Rotterdam, The Netherlands
	Christoph Fuchs, TU Munich, Germany
	Stefano Puntoni, Erasmus University Rotterdam, The Netherlands

	The Population Penalty: 
Why Common Brands Benefit from Dense Populations Less than Uncommon Brands
	Ted Matherly, Oklahoma State University, USA
	Zachary Arens, Oklahoma State University, USA
	Todd Arnold, Oklahoma State University, USA

	Framing Wait Time Changes Time Perception and Patience
	Frank May, Virginia Tech, USA
	Ashwani Monga, Rutgers University, USA

	Objective Measures of Design Typicality that Predict Aesthetic Liking, 
Fluency, and Car Sales
	Stefan Mayer, Goethe University Frankfurt, Germany
	Jan R. Landwehr, Goethe University Frankfurt, Germany

	Compensatory Contagion: A Psychological Defense Against Threat
	Justin McManus, York University, Canada
	Sean Hingston, York University, Canada
	Peter Darke, York University, Canada
	Theodore Noseworthy, York University, Canada

	The Push and Pull of Attachment Styles on Romantic Consumption
	Martin Mende, Florida State University, USA
	Maura Scott, Florida State University, USA
	Aaron Garvey, University of Kentucky, USA
	Lisa Bolton, Pennsylvania State University, USA

	Paying Up for Fair Pay:
Consumers Prefer Firms With Lower CEO-to-Worker Pay Ratios
	Bhavya Mohan, University of San Francisco, USA
	Tobias Schlager, University of St. Gallen, Switzerland
	Rohit Deshpande, Harvard Business School, USA
	Michael Norton, Harvard Business School, USA

	Alternative Consumption Experiences Via Imaginative Fantasy Creation
	Kimberley Mosher, Queen’s University, Canada
	Peter A. Dacin, Queen’s University, Canada

	Righteous Indignation: When Anger Consumption Makes You Feel Better
	Nira Munichor, The Hebrew University of Jerusalem, Israel
	Yael Steinhart, Tell-Aviv University, Israel

	Semantic Price Claims and Discount Expectations
	Patricia A. Norberg, Quinnipiac University, USA
	Albert J. Della Bitta, University of Rhode Island, USA
	Stephen A. Atlas, University of Rhode Island, USA

	The Tipping Point Of Perceived Change:
Asymmetric Thresholds In Diagnosing Improvement Versus Decline
	Ed O’Brien, University of Chicago, USA
	Nadav Klein, University of Chicago, USA

	The Effect of Processing Modes and Lighting Types
on Shoppers’ Engagement in a Store
	Hyunjoo Oh, University of Florida, USA
	Chris Janiszewski, University of Florida, USA
	Eunsoo Baek, Seoul National University, South Korea
Ho Jung Choo, Seoul National University, South Korea 
	So-Yeon Yoon, Cornell University, USA

	Defining and Differentiating Marketplace Tranquility
	Cele C. Otnes, University of Illinois at Urbana-Champaign, USA
	Hyewon Oh, University of Illinois at Urbana-Champaign, USA
	Ravi Mehta, University of Illinois at Urbana-Champaign, USA

	The Role of Employee Physical Dominance on 
Male Customers’ Status-Signaling Consumption
	Tobias Otterbring, CTF, Service Research Center, Karlstad University, Sweden
	Christine Ringler, University of Alabama, USA
	Nancy J. Sirianni, University of Alabama, USA
	Anders Gustafsson, CTF, Service Research Center, Karlstad University, Sweden

	The Elaboration of Ethical Brand Crises on Social Media
	Stefano Pace, Kedge Business School, France
	Matteo Corciolani, Università di Pisa, Italy
	Giacomo Gistri, Università di Macerata, Italy

	Old, But Gold! The Role of Aging Stereotypes on 
Consumers’ Purchase Intentions in Second-Hand Marketplaces
	Felipe Pantoja, IESEG School of Management (LEM-CNRS), France
	Marat Bakpayev, University of Minnesota, Duluth, USA
	Patricia Rossi, IESEG School of Management (LEM-CNRS), France
	Sukki Yoon, Bryant University, USA

	Does Suspense Spur or Hamper Consumer Creativity?
	Sungjun (Steven) Park, Korea Advanced Institute of Science and Technology, Korea
	Yong J. Hyun, Korea Advanced Institute of Science and Technology, Korea
	Page Moreau, University of Wisconsin, USA

	Preference Versus Freedom: 
Two Psychological Meanings of Scarcity and Their Influences on Consumer Choice
	Hanyong Park, University of Texas at San Antonio, USA
	David Silvera, University of Texas at San Antonio, USA

	Don’t Believe the Hype
	Erin Percival Carter, University of Colorado Boulder, USA
	Lawrence E. Williams, University of Colorado Boulder, USA
	A. Peter McGraw, University of Colorado Boulder, USA

	Volume Estimation as Simulated Judgment
	Hannah Perfecto, University of California, Berkeley, USA
	Clayton R. Critcher, University of California, Berkeley, USA

	Education, Liberalism and Consumers’ Response to Luxury Brands
	Francine E. Petersen, ESMT Berlin, Germany
	Keith Wilcox, Columbia University, USA

	Gifting an Identity: The Effect of Gifts on Receiver Identity
	Matthew Philp, HEC Montréal, Canada
	Laurence Ashworth, Queen’s University, Canada
	Nicole Robitaille, Queen’s University, Canada
	Suzanne Rath, Queen’s University, Canada

	Feeling Stupid About Nothing: 
Inferring Competence From Externally Caused Negative Outcomes
	Matthew Philp, HEC Montréal, Canada
	Laurence Ashworth, Queen’s University, Canada

	Human Brand Identity Types and Dynamics: The Role of Incongruent Extensions and 
Legitimacy Mechanisms - The Case of Film Directors
	Camille Pluntz, ISG International Business School, France
	Bernard Pras, Université Paris Dauphine and ESSEC Business School, France

	Contagious Endowment Effect
	Tae-Hyung Pyo, SUNY New Paltz, USA
	JaeHwan Kwon, Baylor University, USA
	Thomas Gruca, University of Iowa, USA
	Dhananjay Nayakankuppam, University of Iowa, USA

	Breaking Free From the Sunk Investment: The Role of Positive Affect and 
Instrumental Attitude toward Resource Investment in Reducing Sunk Cost Bias
	Jin Seok Pyone, University of Kansas, USA
	Kyle J. Emich, University of Delaware, USA

	Morality-based Blame for Victims of Harmful Product Failures
	Brandon Reich, University of Oregon, USA
	Troy Campbell, University of Oregon, USA
	Robert Madrigal, University of Oregon, USA

	The Untouchables: The Sacredness of Brand Logos
	Maria A. Rodas, University of Minnesota, USA
	Carlos J. Torelli, University of Illinois at Urbana-Champaign, USA
	Shirley Y. Y. Cheng, Hong Kong Baptist University, Hong Kong

	Marketing “Raunch Culture”: 
Sexualisation and Constructions of Femininity Within the Night-Time Economy
	Frances Rogan, Birmingham University, UK
	Maria Piacentini, Lancaster University, UK
	Isabelle Szmigin, Birmingham University, UK

	Seeking Justice: How Harmful Brands Cause Consumers to Punish, Cheat, and Steal
	Jeff D. Rotman, Ivey Business School, Western University, Canada
	Mansur Khamitov, Ivey Business School, Western University, Canada
	Scott Connors, Carson College of Business, Washington State University, USA

	Brand Logo Salience as a Signal of Brand Status
	Justin Saddlemyer, KU Leuven, Belgium
	Sabrina Bruyneel, KU Leuven, Belgium

	Duration of Restrictions Influences Information Processing: 
The Role of Perception of Control
	Gülen Sarial-Abi, Bocconi University, Italy
	Sadaf Mokarram Dorri, Bocconi University, Italy
	Aulona Ulqinaku, Bocconi University, Italy

	Descriptive Social Norms Enhance Pro-Environmental Behavior: 
A Bayesian Reanalysis of Hotel Towel Reuse 
	Benjamin Scheibehenne, University of Geneva, Switzerland
	Tahira Jamil, University of Amsterdam, Netherlands
	E.-J. Wagenmakers, University of Amsterdam, Netherlands

	The Psychophysics of Price Perception: Evidence from the Lab and From the Field
	Benjamin Scheibehenne,University of Geneva, Switzerland

	Cultural Engagement in the Age of Social Media
	Joachim Scholz, Cal Poly, USA
	Henri Weijo, Bentley University, USA

	The Global Surf Narrative: Using Narratives in Global Market Strategy
	Rodrigo Costa Segabinazzi, Federal University of Rio Grande do Sul, Brazil
	Hope Jensen Schau, University of Arizona, USA
	Walter Meucci Nique, Federal University of Rio Grande do Sul, Brazil
	Melissa Archpru Akaka, University of Denver, USA

	The Achilles Heel of Centrality: 
Group Identification Makes the Central Susceptible to Influence
	Edith Shalev, Technion University, Israel
	Hadas Eiges, Technion University, Israel

	The Role of Choice Set Size on Consumers’ Preference for Unconventional Goods
	Marissa A. Sharif, University of California Los Angeles, USA
	Elizabeth C. Webb, Columbia University, USA

	Word of Mouth vs. Word of Mouse: The Effect of Communication Channel on Subsequent Reactions to the Brand
	Hao Shen, the Chinese University of Hong Kong, China
	Jaideep Sengupta, the Hong Kong University of Science and Technology, China

	Playful Consumption: a Physical Perspective 
	Olivier Sibai, Birkbeck, University of London, UK

	Toward a Framework for CCT Research on Consumer Emotion
	Anton Siebert, The Open University, UK
	Andrew Lindridge, The Open University, UK
	Ahir Gopaldas, Fordham University, USA
	Cláudia Simões, The Open University, UK

	The Paradox of Social Television:
The Effects of Connectedness and Distraction on Enjoyment
	Cansu Sogut, Boston University, USA
	Frédéric Brunel, Boston University, USA
	Barbara Bickart, Boston University, USA
	Susan Fournier, Boston University, USA

	Multitasking: Perception and Performance
	Shalena Srna, University of Pennsylvania, USA
	Rom Y. Schrift, University of Pennsylvania, USA
	Gal Zauberman, Yale University, USA

	Physical Transformations and Visual Practices in the Fitblr Community
	Yannik St.James, HEC Montreal, Canada
	Sarah-Jade Lacoursière, HEC Montreal, Canada

	The Effects of Framing Subscription Benefits as 
Price Discounts or Time Bonuses on Time Preferences
	Florian Stahl, University of Mannheim, Germany
	Daniel M. Bartels, Booth School of Business, University of Chicago, USA
	Veronica Valli, University of Mannheim, Germany

	Resource Scarcity, Socioeconomic Status and Conformity: The impact of 
Resource Scarcity on Responses to Social Influence Depends on Childhood Environments. 
	Angelos Stamos, KU Leuven, Belgium
	Sabrina Bruyneel, KU Leuven, Belgium
	Siegfried Dewitte, KU Leuven, Belgium

	Inking Immortality: Exploring the Relations Between (Tattooed) Bodies, Time, 
and the Permanence/Change Dialectic
	Chloe Steadman, University of Manchester, UK
	Emma Banister, University of Manchester, UK
	Dominic Medway, Manchester Metropolitan University, UK

	How Consumer Power Affects Recommendations in the Online Environment
	Inbal Stockheim, Tel Aviv University, Israel
	Shai Danziger, Tel Aviv University, Israel
	Liat Levontin, Technion, Israel Institute of Technology, Israel

	When Bigger Isn’t Better: How Perceptions of Market Dominance Interact 
with Existing Brand Images to Impact Brand Favorability
	Jennifer L. Stoner, University of Minnesota, USA
	Carlos J. Torelli, University of Minnesota, USA

	Wallowingin Misery: Consumers with Low Self-Esteem 
Verify Negative Self-Views by Choosing Miserable Products
	Anika Stuppy, Erasmus University Rotterdam, The Netherlands
	Nicole L. Mead, University of Melbourne, Australia
	Stijn M. J. van Osselaer, Cornell University, USA

	The Sociocultural Dynamics of Consumer Entanglement
	Maribel Suarez, Federal University of Rio de Janeiro, Brazil
	André de Castilho Costa Pinto, Federal University of Rio de Janeiro, Brazil

	Which Side is Right?
Enhancing Customer Experience Through Visual Price Dominance
	Rajneesh Suri, Drexel University, USA
	Nancy Puccinelli, Oxford University, UK
	Dhruv Grewal, Babson College, USA
	Anne Roggeveen, Babson College, USA
	Atahan Agrali, Drexel University, USA
	Hasan Ayaz, Drexel University, USA

	The Blender Effect: 
Physical Food State Influences Consumers’ Perceptions and Consumption 
	Courtney Szocs, Portland State University, USA
	Sarah Lefebvre, Universy of Central Florida, USA

	The Upside of Randomization: 
The Influence of Uncategorized Product Display on Consumers’ Shopping Evaluation
	Tao Tao, The Chinese University of Hong Kong, China
	Leilei Gao, The Chinese University of Hong Kong, China

	Topic Controversy and WOM: The Effect of Opinion Extremeness on Sharing
	Vito Tassiello, LUISS, Italy
	Matteo De Angelis, LUISS, Italy
	Cesare Amatulli, University of Bari, Italy
	Michele Costabile, LUISS, Italy

	When Having a Trick Up Your Sleeve Is a Bad Thing:
Highly Effective Self-Control Strategies Can Be Demotivating
	Ding (Allen) Tian, Wuhan University, China
	Gerald Häubl, University of Alberta, Canada

	Planned to Miss: The Use of Two-Method Measurement Design in 
Experimental Marketing Research
	Broderick Turner, Florida International University, USA
	Jonthan Hasford, Florida International University, USA

	Love Food, Hate the Brand That I Waste:
The Effects of Product Waste on Brand Evaluations
	Erica van Herpen, Wageningen University, the Netherlands
	Ilona de Hooge, Wageningen University, the Netherlands

	Planning to Fill The Gap: 
The Efficacy of Forming Implementation Intentions in Healthy Eating
	Irene Vilà, Universidad Pontificia Comillas, Spain
	Isabel Carrero, Universidad Pontificia Comillas, Spain
	Raquel Redonde, Universidad Pontificia Comillas, Spain

	How and Why Wearing Sunglasses Makes for Cool Consumers
	Lili Wang, Zhejiang University, China
	Amy Dalton, Hong Kong University of Science and Technology, China

	The Insidious Effects of Smiles on Social Judgments
	Ze Wang, University of Central Florida, USA
	Huifang Mao, Iowa State University, USA
	Jessica Li, University of Kansas, USA
	Fan Liu, Adephi University, USA

	Drawn to the light: 
Loneliness Predicts a Preference for Products in Brightness But Not Darkness
	Yanan Wang, Bishop`s University, Canada
	Fuschia Sirois, University of Sheffield, UK

	Does Priming a Sense of Powerfulness Encourage Consumers to Buy Healthy Foods?
	Cindy Wang, University of Oregon, USA
	Jiao Zhang, University of Oregon, USA

	Politicized Purchasing:  Consumer Responses to Divisive Corporate Political Activity
	T.J. Weber, Washington State University, USA
	Jeff Joireman, Washington State University, USA
	David Sprott, Washington State University, USA

	The Bright Side to Cuing Consumerism: Consumer Primes Make Individuals With Low Childhood Socioeconomic Status More Prosocial
	Jodie Whelan, York University, Canada
	Sean Hingston, York University, Canada

	Direct and Indirect Signals of Demand in Retail Displays
	Sarah Whitley, Boston University, USA
	Remi Trudel, Boston University, USA

	Anecdotal versus Statistical Evidence in Risk Communication Messages: 
The Moderating Effects of Comparative Optimism and Message Framing
	Marina I. Wieluch, Bundeswehr University Munich, Germany

	Consumption Skill Acquisition in Ski Schools: 
Towards a Theory of Embodied Learning
	Niklas Woermann, University of Southern Denmark & University of Constance, Germany
	Verena E. Stoeckl, University of Innsbruck, Austria

	Mental Traveling Along Social and Temporal Distances:
The Influence of Cultural Syndromes on Construal Level 
	Vincent Chi Wong, Lingnan University, China
	Robert S. Wyer Jr., Chinese University of Hong Kong, China

	Preference Gap Matters: When Scarcity Polarizes versus Converges Preferences
	Yuechen Wu, University of Maryland, USA
	Meng Zhu, Johns Hopkins University, USA
	Rebecca K. Ratner, University of Maryland, USA

	Disfluency Effects on Inference and Evaluation
	Ruomeng Wu, University of Cincinnati, USA
	Esta D. Shah, University of Cincinnati, USA
	Frank R.Kardes, University of Cincinnati, USA

	The Effect of Self-Target Comparison in Perspective Taking on Judgment of Dishonesty
	Guang-Xin Xie, University of Massachusetts Boston, USA
	Hua Chang, Towson University, USA
	Tracy Rank-Chrisman, University of Wisconsin - Milwaukee, USA

	Sweet or Sweat, Which Should Come First: 
The Sequence Effect of Justification
	Shaoguang Yang, Fudan University, China
	Qian Xu, Fudan University, China
	Liyin Jin, Fudan University, China

	When Diversity in Advertising Leads to Activism vs. Aversion
	Linyun Yang, University of North Carolina - Charlotte, USA
	Enrica Ruggs, University of North Carolina - Charlotte, USA
	Jennifer Ames Stuart, University of North Carolina - Charlotte, USA
	Steven Shepherd, Oklahoma State University, USA

	Consumer Donations: the Roles of Implicit Theories and Appeal Types
	Ozge Yucel-Aybat, Pennsylvania State University-Harrisburg, USA
	Meng-Hua Hsieh, Pennsylvania State University-Harrisburg, USA

	As Many As 9, but As Few As 11: 
On a Hypothesis Testing Process of Evaluating Inevaluable Quantities
	Y. Charles Zhang, UC Riverside, USA
	Yunhui Huang, Nanjing University, China

	When Lacking Awareness Arises: 
The Role of Unconscious Thought on Brand Extension Evaluations
	Yuli Zhang, Drexel University, USA 
	Hyokjin Kwak, Drexel University, USA 
	Marina Puzakova, Lehigh University, USA 
	Charles Taylor, Villanova University, USA 
	Trina Andras, Drexel University, USA

	The Unintended Consequences of Long Deadlines on Goal Pursuit
	Meng Zhu, Johns Hopkins University, USA
	Rajesh Bagchi, Virginia Tech, USA
	Stefan J. Hock, George Mason University, USA

	Getting in Touch with Your Thinking Style: How Touchscreens Influence Purchase
	Ying Zhu, University of British Columbia, Canada
	Jeffrey Meyer, Bowling Green State University, USA

	How Embarrassing For You (and me): The Nature of Observer Embarrassment
	Alexander Ziegler, University of Kentucky, USA
	John Peloza, University of Kentucky, USA
	Alexis Allen, University of Kentucky, USA

	Not Just For Your Health: 
How Regular Physical Activity Influences Processing of Irrelevant Product Information
	Laura Zimmermann, London School of Economics and Political Science, UK
	Amitav Chakravarti, London School of Economics and Political Science, UK

	Film Festival 2016
	Vegetarianism: A Video-Ethnography of Conflicts Within and Outside the Movement That Affects The Market Dynamics
	Renata Andreoni Barboza, FGV-SP/Escola de Administração de Empresas de São Paulo, Brazil
	Tania Modesto Veludo de Oliveira, FGV-SP/Escola de Administração de Empresas de São Paulo, Brazil

	Meaningful Things: Exploring the Symbolic Meaning of the Material Environment 
and its Impact on Happiness
	Mafalda Casais, Faculty of Industrial Design Engineering, Delft University of Technology, Landbergstraat 15, 2628 CE Delft, Netherlands
	Ruth Mugge, Faculty of Industrial Design Engineering, Delft University of Technology, Landbergstraat 15, 2628 CE Delft, Netherlands
	Pieter M. A. Desmet, Faculty of Industrial Design Engineering, Delft University of Technology, Landbergstraat 15, 2628 CE Delft, Netherlands

	Skoros: Anti-Consumption in Crisis
	Andreas Chatzidakis, Royal Holloway University of London, UK
	Pauline MacLaran, Royal Holloway University of London, UK

	Dedicated Followers of Fashion: The Role of Cultural Mythologies in Product Adoption
	Skye-Maree Dixon, University of Bath, UK

	Shopping: A Retail Experience
	Joao Fleck, Pontifícia Universidade Católica do Rio Grande do Sul, Porto Alegre, Brazil
	Stefania Ordovas de Almeida, Pontifícia Universidade Católica do Rio Grande do Sul, Porto Alegre, Brazil
	Vinicius Brasil, Pontifícia Universidade Católica do Rio Grande do Sul, Porto Alegre, Brazil
	Jose Afonso Mazzon, FEA - USP, Brazil
	Giuliana Isabella, Insper - Institute of Research and Education and FEA-USP, Brazil

	Evil Eye: The Business of Anticipated Malicious Envy in India
	Tanvi Gupta, Indian Institute of Management Bangalore, India
	Preeti Krishnan Lyndem, Indian Institute of Management Bangalore, India

	Living the Stream: A Study of Voyeuristic Consumption in Video Game Live Streaming
	Jacob Hiler, Ohio University, USA
	Andrew Kuo, Louisiana State University, USA
	William Northington, Idaho State University, USA

	Further Away = Higher Willingness to Pay?
	Karina Isaak, ESCP Europe, Berlin, Germany
	Elena Dinkevych, ESCP Europe, Berlin, Germany
	Robert Wilken, ESCP Europe, Berlin, Germany

	Dodo Lé Là - From Beer Consumption to Heritage Edification
	Julie Leroy, University La Réunion, France
	Baptiste Cléret, University of Rouen, France
	Michel Boyer, University La Réunion, France

	E-book. Just a small gadget?
	Cecilia Lobo-de-Araujo, Fundaçao Getulio Vargas, Brazil
	Patricia SM Boaventura, Fundaçao Getulio Vargas, Brazil
	Suzana Battistella-Lima, Fundaçao Getulio Vargas, Brazil
	Renata Andreoni-Barboza, Fundaçao Getulio Vargas, Brazil
	Adriana Arcuri, Fundaçao Getulio Vargas, Brazil

	Darth Vader, May I Take a Picture with You?
	Rafael Mello, Pontifícia Universidade Católica do Rio Grande do Sul, Porto Alegre, Brazil
	Rafael Bronzatti, Pontifícia Universidade Católica do Rio Grande do Sul, Porto Alegre, Brazil
	Renan Sahity, Pontifícia Universidade Católica do Rio Grande do Sul, Porto Alegre, Brazil
	Joao Fleck, Pontifícia Universidade Católica do Rio Grande do Sul, Porto Alegre, Brazil
	Stefânia Almeida, Pontifícia Universidade Católica do Rio Grande do Sul, Porto Alegre, Brazil
	Vinicius Brasil, Pontifícia Universidade Católica do Rio Grande do Sul, Porto Alegre, Brazil

	Shopping: A Study on Motivations
	Stefania Ordovas de Almeida, Pontifícia Universidade Católica do Rio Grande do Sul, Porto Alegre, Brazil
	Joao Pedro Fleck, Pontifícia Universidade Católica do Rio Grande do Sul, Porto Alegre, Brazil
	Vinicius Brasil, Pontifícia Universidade Católica do Rio Grande do Sul, Porto Alegre, Brazil
	José Afonso Mazzon, FEA - USP, Brazil
	Giuliana Isabella, FEA - USP and Insper - Institute of Research and Education, Brazil

	Wonders of Waste. The Ideological Diffusion of the Upcycling Consumer Movement
	Grace O’Rourke, University College Cork, Ireland
	Stephen R. O’Sullivan, University College Cork, Ireland

	Empowerment Through Social Entrepreneurship
	Thayse Schneider, Pontifícia Universidade Católica do Rio Grande do Sul, Porto Alegre, Brazil
	Denise Telli, Pontifícia Universidade Católica do Rio Grande do Sul, Porto Alegre, Brazil
	Tatiana Bolzoni, Pontifícia Universidade Católica do Rio Grande do Sul, Porto Alegre, Brazil
	Guilherme Mattos, Universidade Federal do Rio Grande do Sul, Porto Alegre, Brazil
	Stefânia Ordovás de Almeida, Pontifícia Universidade Católica do Rio Grande do Sul, Porto Alegre, Brazil
	João Pedro Fleck, Pontifícia Universidade Católica do Rio Grande do Sul, Porto Alegre, Brazil

	Walking with Zombies – Insights into the Subculture of the Undead
	Sascha Steinmann, University of Siegen, Germany
	Frederic Nimmermann, University of Siegen, Germany
	Hanna Schramm-Klein, University of Siegen, Germany
	Andreas Rauscher, University of Siegen, Germany
	Judith Ackermann, University of Siegen, Germany
	Gunnar Mau, University of Siegen, Germany

	Roundtable Summaries
	Conceptualizing Consciousness in Consumer Research:  
A Holistic Look at Consumers’ Mental Lives
	Lawrence Williams, University of Colorado Boulder, USA
	Kathleen Vohs, University of Minnesota, USA
	Jonah Berger, University of Pennsylvania, USA
	Kristina Durante, Rutgers University, USA
	Chris Janiszewski, University of Florida, USA
	Juliano Laran, University of Miami, USA
	Rik Pieters, Tilburg University, Netherlands
	Andy Poehlman, Clemson University, USA
	Sharon Shavitt, University of Illinois at Urbana-Champaign, USA
	Itamar Simonson, Stanford University, USA
	Michaela Wänke, University of Mannheim, Germany
	Alex Genevsky, Erasmus University, Netherlands
	Lan Chaplin, University of Illinois at Chicago, USA
	Bob Fennis, University of Groningen, Netherlands

	Consumer Neuroscience:  Conceptual, Methodological, and Substantive Opportunities for Collaboration  at the Interface of Consumer Research and Functional Magnetic Resonance Imaging
	Martin Reimann, University of Arizona, USA 
	William M. Hedgcock, University of Iowa, USA 
	Adam Craig, University of Kentucky, USA
	Maarten Boksem, Erasmus University Rotterdam, The Netherlands
	Raquel Castaño, Tecnológico de Monterrey, Mexico
	Moran Cerf, Northwestern University, USA
	Angelika Dimoka, Temple University, USA
	Ming Hsu, University of California Berkeley, USA
	Hilke Plassmann, INSEAD, France
	Akshay Rao, University of Minnesota, USA
	Ale Smidts, Erasmus University Rotterdam, The Netherlands
	Carolyn Yoon, University of Michigan, USA

	Boundary Research: Tools and Rules to Impact Emerging Fields
	Koert Van Ittersum, University of Groningen, The Netherlands 
	Brian Wansink, Cornell University, USA
	Adam Brasel, Boston College, USA
	Jeff Inman, University of Pittsburgh, USA
	Ajay Kohli, Georgia Tech, USA
	Cait Lamberton, University of Pittsburgh, USA
	Connie Pechmann, University of California Irvine, USA
	Rik Pieters, Tilburg University, The Netherlands
	Linda Price, University of Arizona, USA
	Stefano Puntoni, Erasmus University Rotterdam, The Netherlands
	Aric Rindfleisch, University of Illinois at Urbana-Champaign, USA
	Roland Rust, University of Maryland, USA
	Peeter Verlegh, Free University of Amsterdam, The Netherlands
	Luk Warlop, K.U. Leuven, Belgium
	Ellen Van Kleef, Wageningen University, The Netherlands

	Luxury Brands, Conspicuous Consumption and Social Signaling
	Yajin Wang, University of Maryland, USA 
	Darren Dahl, University of British Columbia, Canada
	David Dubios, INSEAD, France
	Kristina Durante, Rutgers University, USA
	Lan Chaplin, University of Illinois at Chicago, USA
	David Gal, University of Illinois at Chicago, USA
	Barbara Kahn, University of Pennsylvania, USA
	Anat Keinan, Harvard Business School, USA
	Nailya Ordabayeva, Boston College, USA
	C. W. Park, University of Southern California, USA
	L.J. Shrum, HEC Paris, France
	Amna Kirmani, University of Maryland, USA
	Keith Wilcox, Columbia University, USA
	Carlos Torelli, University of Minnesota, USA
	Jennifer Stoner, University of North Dakota, USA
	Lisa Cavanaugh, University of Southern California
	Yajin Wang, University of Maryland, USA

	Liquid Consumption: How Can We Use It in Consumer Research?
	Fleura Bardhi, City University of London, UK 
	Giana Eckhardt, Royal Holloway University of London, UK 
	Linda Price, University of Arizona, USA
	Eric Arnould, University of Southern Denmark, Denmark
	Russel Belk, York University, Canada
	Eileen Fischer, York University, Canada
	Cele Otnes, University of Illinois at Urbana-Champaign, USA
	Adam Arvidsson, University of Milano, Italy
	Rebecca Watkins, Cardiff University, UK
	Aric Rindfleisch, University of Illinois at Urbana-Champaign, USA
	Nancy Wong, University of Wisconsin-Madison, USA
	Sofia Ulver, Lund University, Sweden
	Soren Askegaard, University of Southern Denmark, Denmark
	Christian Eichert, City University of London, UK
	Jacob Ostberg, Stockholm Business School, Sweden

	Question-Behavior Effect Roundtable
	Eric Spangenberg, University of California Irvine, USA
	David Sprott, Washington State University, USA
	Ioannis Kareklas, University at Albany, State University of New York, USA
	Berna Devezer, University of Idaho, USA
	Katie Spangenberg, University of Washington, USA
	Vicki Morwitz, New York University, USA
	Paul Dholakia, Rice University, USA
	Siegfried Dewitte, University of Leuven, Belgium
	Chris Janiszewski, University of Florida, USA
	Elise Chandon, University of South Carolina, USA
	Andy Perkins, Washington State University, USA
	Bianca Grohmann, Concordia University, Canada
	Richard Yalch, University of Washington, USA

	Working Papers
	Effects of Face and Gaze Direction in Print Advertisements
	Safa Adil, Rennes 1 University, France
	Sophie Lacoste-Badie, Rennes 1 University, France

	Virtue in Vice: Benefits of Conspicuous Consumption for the Powerless
	Sumaya AlBaloohsi, BI Norwegian Business School, Norway
	Mehrad Moeini-Jazani, BI Norwegian Business School, Norway
	Bob M. Fennis, University of Groningen, The Netherlands
	Luk Warlop, Katholieke University Leuven, Belgium & BI Norwegian Business School, Norway

	Social Valuation and Neoliberal Ideology in Postfeminist Digital Spaces
	Mikael Andéhn, Aalto University, Finland
	Joel Hietanen, Stockholm University, Sweden
	Thom Iddon, Stockholm University, Sweden

	Should I Copy Her? A Meta-Analytic Synthesis Of Mimicry Effects
	Susan Andrzejewski, California State University Channel Islands, USA
	Krista Hill, Babson College, USA
	Dhruv Grewal, Babson College, USA
	Nancy Puccinelli, University of Bath and Oxford University, UK

	#NoBoysAllowed: Consumer Response to Brand Infidelity
	Justin Angle, University of Montana, USA
	Kathryn Mercurio, University of Oregon, USA
	Eric Setten, University of Oregon, USA

	Showing Off More For Less on Social Media: 
The Changing Dynamics of Conspicuous Consumption and Value While Renting
	M. Eda Anlamlier, University of Illinois at Chicago, USA
	Lez Trujillo Torres, University of Illinois at Chicago, USA
	David Gal, University of Illinois at Chicago, USA

	Examining the Co-construction of Belonging between Consumers and Service Providers
	Robert Arias, University of Illinois at Urbana-Champaign, USA

	Can Food (Waste)-related Lifestyle Segments Explain Food Waste? 
– The Example of Denmark
	Jessica Aschemann-Witzel, Aarhus University, Denmark

	The Effect of Product Type on Consumers’ Preference for Ambiguous vs. Precise Ratings
	Amin Attari, University of Kansas, USA
	Promothesh Chatterjee, University of Kansas, USA
	Yexin Jessica Li, University of Kansas, USA

	Emotional Well-Being in Stressful Situations: the Effect of Luxury Brands
	Leonardo Aureliano-Silva, ESPM, Brazil
	Suzane Strehlau, ESPM, Brazil

	When, How, and Why Hedonic Adaptation Generates a New Consumer Desire
	Rodolfo Azambuja, Universidade Federal do Rio Grande do Sul, Brazil
	Vinicius Andrade Brei, Universidade Federal do Rio Grande do Sul, Brazil
	Leonardo Nicolao, Universidade Federal do Rio Grande do Sul, Brazil

	How Ownership Judgments Affect Brand Extension Evaluations
	Aaron Barnes, University of Illinois at Urbana-Champaign, USA
	Tiffany White, University of Illinois at Urbana-Champaign, USA

	When Causes Change How We Think and License Indulgence
	Aaron Barnes, University of Illinois at Urbana-Champaign, USA
	Minkyung Koo, University of Illinois at Urbana-Champaign, USA

	Deny the Voice Inside: 
For Collectivists, Attitude Accessibility May Hinder Decision Making
	Aaron Barnes, University of Illinois at Urbana-Champaign, USA
	Sharon Shavitt, University of Illinois at Urbana-Champaign, USA

	In The “I” of The Beholder: 
Improving Health Communication by Using The First Person Perspective
	Frederic Basso, London School of Economics, UK
	Benjamin Voyer, ESCP Europe, France
	Olivia Petit, INSEEC Business School, France
	Kevin Le Goff, Aix Marseille Université, Marseille, France
	Olivier Oullier, Aix Marseille Université, Marseille, France

	Not Just a Pretty Face! The Impact of Model Facial Expression and 
Body Mass Index on The Effectiveness of Health Advertising
	Kerrie Bertele, University of Hertfordshire, UK
	Ariadne Kapetanaki, University of Hertfordshire, UK
	Paul Connell, Stoney Brook University, New York,USA

	Don’t Freak, I’m a Sikh: Stigma, Styled Identities and 
Social Distancing of the Turbaned Sikh Male
	Anoop Bhogal-Nair, University of Northampton, UK
	Andrew Lindridge, Open University, UK

	A Trip to Your Past: The Effect of Ending on Preference for Nostalgic Products
	Sheng Bi, Renmin University of China, China
	Jun Pang, Renmin University of China, China

	What’s in the Box? Risk in Surprise Subscription Models.
	Severin Bischof, University of St. Gallen, Switzerland
	Tim Boettger, University of St. Gallen, Switzerland
	Thomas Rudolph, University of St. Gallen, Switzerland

	Using The Aesthetic Design Principle ‘Autonomous, Yet Connected’ 
to Increase Purchase Intention of Radical Innovations by Consumers
	Janneke Blijlevens, RMIT University, Australia
	Wilfred Horig, RMIT University, Australia
	Ruth Mugge, Delft University of Technology, The Netherlands

	Experiencing the Self through Products: 
How Direct Product Experiences Paired with Abstract Product Construals 
Increase Consumers’ Identification with and Evaluation of Products
	Silke Blumer, University of St. Gallen, Switzerland
	Philipp Scharfenberger, University of St. Gallen, Switzerland
	Gerald Häubl, University of St. Gallen, Switzerland
	Torsten Tomczak, University of St. Gallen, Switzerland

	The “GMO” Halo Effect: 
How Labeling Products as Genetically Modified Influence Calorie Judgments
	Nicolas Bochard, Université Grenoble Alpes, France
	Dominique Muller, Université Grenoble Alpes, France
	Norbert Schwarz, University of Southern California, USA

	Live in Your World - Play in Ours: How Pre-Configurations Based on 
Preference Articulation Affect Consumer Product Configuration Processes
	Daniel Boller, University of St. Gallen, Switzerland
	Tobias Schlager, University of St. Gallen, Switzerland
	Andreas Herrmann, University of St. Gallen, Switzerland

	Controversial Advertising: Reflections from Professionals
	Jan Brace-Govan, Monash University, Australia

	“You Shouldn’t Have!” Facework and Disposal in Gift Receiving as a 
Way to Manage Interpersonal Relationships
	Ines Branco-Illodo, Nottingham Trent University, UK
	Teresa Heath, Nottingham University, UK
	Caroline Tynan, Nottingham University, UK

	Uncertainty and the Provision of Online Reviews for Services
	Leif Brandes, University of Warwick, UK
	Rosa Cacabelos, Universität Zürich, Switzerland
	Egon Franck, Universität Zürich, Switzerland

	The Consumer as an Artist Citizen: The Emancipatory Potential of Art in the 
Formation of the Self and Public Sphere in the 21st Century Consumer Culture
	Zafeirenia Brokalaki, King’s College London, UK

	Toward an Improved Understanding of the Privacy Paradox
	Mirja Bues, University of Muenster, Gemany
	Wayne D. Hoyer, University of Texas at Austin, USA

	Why Customers Get Even? 
The Predicting Role of Vengeful Customer’s Negative Emotions
	Phuong Thao Bui Nguyen, Toulouse 1 Capitole University, France

	The Impact of Visual Imbalance on Consumers’ Donation Behavior
	Fengyan Cai, Shanghai Jiao Tong University, China
	Christopher K. Hsee, Chicago University, US.
	Jieru Xie, Shanghai Jiao Tong University, China

	The Collective Aggregation Effect: 
Aggregating Potential Collective Action to Motivate Prosocial Behavior
	Adrian Camilleri, RMIT University, Australia
	Richard Larrick, Duke University, USA

	The Power of Meaningful Stories over Happy Ones and the 
Moderating Role of Implicit Theories
	Marina Carnevale, Fordham University, USA
	Ozge Yucel-Aybat, Pennsylvania State University-Harrisburg, USA

	Reactions Towards Wasted Food. Experimental Data on Food Appreciation and Sales
	Luca Casetti, Bern University of Applied Sciences, Food Science & Management, Switzerland
	Thomas A. Brunner, Bern University of Applied Sciences, Food Science & Management, Switzerland
	Aline E. Stämpfli, University of Bern, Switzerland

	Political Affiliation Moderates Attitudes Towards Artificial Intelligence
	Noah Castelo, Columbia University, USA
	Adrian Ward, University of Texas at Austin, USA

	Who Gets Nudged?  How Choice Architecture Interventions Interact with Preferences
	Noah Castelo, Columbia University, USA
	Crystal Reeck, Temple University, USA
	Jon Jachimowicz, Columbia University, USA
	Eric Johnson, Columbia University, USA
	Elke Weber, Columbia University, USA

	The Risk of Virtue
	Boyoun (Grace) Chae, Temple University, USA
	Hyun Young Park, China Europe International Business School, China
	Katherine White, University of British Columbia, Canada

	The Donation to The Emergent-poor and to The  Prolonged-poor Victims
	Chia-Chi Chang, NCTU, Taiwan

	Consumer Responses to Green Messages: 
The Mediating Role of Perceived Personal Contribution
	Ming-Yi Chen, National Chung Hsing University, Taiwan

	The Reversed Endowment Effect in Living-Goods Transactions
	Rui Chen, Xiamen University School of Journalism and Communication, China
	Leonard Lee, National University of Singapore Business School, Singapore
	Yuhuang Zheng, Tsinghua University School of Economics and Management, China

	The Effect of Power on Consumers’ Preferences for Nostalgic Products
	Huan Chen, Renmin university of China, China
	Sheng Bi, Renmin university of China, China
	Jun Pang, Renmin university of China, China
	Lingyun Qiu, Peking University, China

	The Effect of Smiling Expression on Status Perception and Product Evaluation
	Yunqing Chen, the Chinese University of Hong Kong, China
	Robert S. Wyer, the Chinese University of Hong Kong, China

	#ConsumerActivism: How Online Consumer Activism Impacts Brand Change
	Amber M. Chenevert, St. John’s University, USA
	Aleksandr V. Gevorkyan, St. John’s University, USA

	Voters’ Processing Mindsets and Construing Modes of Campaign Advertising
	Hsuan-Yi Chou, National Sun Yat-sen University, Taiwan

	Being an Underdog or a Frontrunner: 
The Effects of Candidate Labels on Voters’ Responses
	Hsuan-Yi Chou, National Sun Yat-sen University, Taiwan

	The Price is Right – Activation of Mating Goals 
as Driver of Price-Based Quality Inferences
	Fabian Christandl, Fresenius University of Applied Sciences, Germany
	Mario Pandelaere, Virginia Tech, USA
	Sebastian Berger, University of Bern, Switzerland

	Consumers’ Motivations for Engagement in the Sharing Economy
	Jaeyeon Chung, Columbia University, USA
	Gita Johar, Columbia University, USA
	Oded Netzer, Columbia University, USA
	Matthew Pearson, Airbnb, USA

	Reflexive Habitus and Consumption: 
Negotiation and (Re)Stabilization of Social Class in Czech Republic
	Zuzana Chytkova, University of Economics, Prague, Czech Republic

	How Health-based Body Image Stereotypes in Advertising Perpetuate 
Unhealthy Consumption Decisions Among at Risk Populations
	Scott Connors, Washington State University, USA
	Katie Spangenberg, University of Washington, USA
	Andrew Perkins, Washington State University, USA
	Mark Forehand, University of Washington, USA

	Making Salient Immediate Post-consumption Affects Promotes Healthy Food Choices
	Olivier Corneille, Université catholique de Louvain, Belgium
	Claudia Toma, Université libre de Bruxelles, Belgium
	Marcel Zeelenberg, Tllburg University, Netherlands

	How Appropriate is Appropriation as a Branding Tool? 
Commercialization and the Value of Experiences
	Gert Cornelissen, Universitat Pompeu Fabra, Barcelona, Spain
	Galli Maria, ESADE Business School, Spain
	Joan Serra, Universitat Pompeu Fabra, Barcelona, Spain

	Finding the Right Corporate Social Responsibility: 
How Identity Goals Influence Brand CSR Strategies
	Diego Costa Pinto, ESPM Business School, Brazil
	Márcia Maurer Herter, FADERGS Business School, Brazil
	Dilney Gonçalves, IE Business School - IE University, Spain
	Eda Sayin, IE Business School - IE University, Spain

	Signal with Cost: When and Why Identity Signals Are Perceived to Be Authentic
	Katherine M. Crain, Duke University, USA
	James R. Bettman, Duke University, USA
	Mary Frances Luce, Duke University, USA

	Message Not Received - The Effects of Creditor Pressure in Consumer Debt Management
	Anna Custers, University of Oxford, UK

	The Early Bird Gets the Worm: 
The Effect of Habituation on the Effectiveness of Counter-Attitudinal Appeals
	Steven Dallas, New York University, USA
	Gavan Fitzsimons, Duke University, USA

	The Effect of Moral Identity on Compensation Evaluation:  
Is Monetary Compensation Always Better?
	Ahmad Daryanto, Lancaster University, UK
	Felix Martin, Lancaster University, UK
	Laura Salciuviene, Lancaster University, UK

	Marketplace Mythology and the Politics of Identity
	Ronnie Das, Coventry University, UK

	Materialism and Participation in Sharing Practices
	Alexander Davidson, Concordia University, Canada
	Mohammad Reza Habibi, California State University Los Angeles, USA
	Michel Laroche, Concordia University, Canada

	A Theoretical Perspective on Guilt and Materialism in Helping Behavior
	Ramona De Luca, FGV-EAESP, Brazil
	Delane Botelho, FGV-EAESP Brazil
	Mateus Ferreira, FGV-EAESP Brazil

	To Share or Not to Share: Coupon-sharing as a Way to 
Increase Expenditures of Face Concerned Consumers
	Eline de Vries, University Carlos III of Madrid, Madrid, Spain
	Sha Zhang, University of Chinese Academy of Sciences, Beijing, China

	Research Reflections on Mobile Phone Visual Ethnography in Ghana, West Africa: 
Bridging Mobile Phone Ethnography and Transformative Photography
	Benét DeBerry-Spence, University of Illinois at Chicago, USA
	Akon Ekpo, Rutgers University, USA
	Dan Hogan, University of Illinois at Chicago, USA

	How Thinking Style Impacts Consumer Reactions to Corporate Social Responsibility
	Yoshiko DeMotta, Fairleigh Dickinson University, USA
	Catherine Janssen, IÉSEG School of Management, France
	Sankar Sen, Baruch College, USA

	How Youtube Storytelling Can Win Consumers’ Hearts: The Case of Nivea
	Laurence Dessart, Kedge Business School, Dep. of Marketing, Bordeaux, France
	Valentina Pitardi, Luiss University, Dep. of Business Management, Rome, Italy

	The Effect of Visual Transparency on Taste Perception
	Isabel L. Ding, National University of Singapore, Singapore
	Miaolei Jia, National University of Singapore, Singapore

	The Effect of Gender-Scent Congruity on Product Evaluation and Purchase Intention
	Isabel L. Ding, National University of Singapore, Singapore
	Ming Ming Loo, National University of Singapore, Singapore
	Xiuping Li, National University of Singapore, Singapore

	The Effect of Feedback Frequency on Goal Performance
	Isabel L. Ding, National University of Singapore, Singapore
	Leonard Lee, National University of Singapore, Singapore

	Do You Cut In Line? 
Predicting Individuals’ Compliance to Social Norms From Day-to-Day Behavior.
	Michael Dorn, University of Bern, Switzerland
	Adrian Brügger, Universität in Cardiff, Wales
	Claude Messner, University of Bern, Switzerland

	Exploring Food Waste: The Role of Health Motivation
	Marit Drijfhout, Research Master Student, Rijksuniversiteit Groningen, The Netherlands
	Jenny van Doorn, Associate Professor of Marketing, Rijksuniversiteit Groningen, The Netherlands
	Koert van Ittersum, Professor of Marketing and Consumer Well-Being, Rijksuniversiteit Groningen, The Netherlands

	Reward-Based Crowdfunding: The Roles of Funders
	Natalia Drozdova, Norwegian School of Economics, Norway
	Ingeborg Kleppe, Norwegian School of Economics, Norway

	Why Giving to Others Can Both Help and Hinder Persuasion: 
The Influence of Product Type on One For One Promotions
	Riley Dugan, University of Dayton, USA
	Joshua Clarkson, University of Cincinnati, USA
	Joshua Beck, University of Oregon, USA

	On The Cutting Edge: The Relationship Between Expertise and Social Influence 
in Evaluating Normative and Innovative Opinion
	Riley Dugan, University of Dayton, USA
	Joshua Clarkson, University of Cincinnati, USA
	Cammy Crolic, University of Florida, USA

	A Fresh Light on Choice Regret
	Marcel Escher, University of Bamberg, Germany
	Steffen Wölfl, University of Bamberg, Germany

	Chirping Birds and Freshly-Cut Grass: 
The Role of Incidental Sensory Cues on Pro-Environmental Purchases
	Sina Esteky, University of Michigan, USA

	Shedding Light on the Influence of Illumination on Social Behaviors
	Sina Esteky, University of Michigan, USA
	David Wooten, University of Michigan, USA
	Maarten Bos, Disney Research Pittsburgh, USA

	Sensitivity to Price Changes: A Study Within the Prospect Theory
	Andrzej Falkowski, SWPS University of Social Science and Humanities, Warsaw, Poland
	Robert Mackiewicz, SWPS University of Social Science and Humanities, Warsaw, Poland
	Nina Chrobot, SWPS University of Social Science and Humanities, Warsaw, Poland

	Social Crowding and Consumer Reactance toward Service Providers
	Linying Fan, Hong Kong Polytechnic University, Hong Kong
	Yuwei Jiang, Hong Kong Polytechnic University, Hong Kong

	Financial Constraint Decreases Consumers’ Variety Seeking Behavior
	Yafeng Fan, Renmin University of China, China
	Jing Jiang, Renmin University of China, China
	Lin Jiang, Renmin University of China, China

	On Aesthetic Pleasure: The Uncertainty-Reducing Role of Processing Fluency
	Ali Faraji Rad, Nanyang Technological University, Singapore
	Michel Tuan Pham, Columbia University, USA

	How One-Step (vs. Gradual) Presentation of Change Affects its Perceived Magnitude - 
The Role of Identity
	David Faro, London Business School, UK
	Emre Ozdenoren, London Business School, UK
	Anja Schanbacher, London Business School, UK

	Health is Up, Indulgence Down. Effects of the Vertical Location of 
Food Product Claims on Consumer Response
	Alexandra Festila, MAPP Centre, Department of Management, Aarhus University, Denmark
	Polymeros Chrysochou, MAPP Centre, Department of Management, Aarhus University, Denmark

	The Dark Side of Connected Health Technology: 
How Connectivity Creates Exercise Addiction among Conscientious Users
	Sandy Fitzgerald, RMIT University, Australia
	Luke Kachersky, Fordham University, USA
	Natalya Saldanha, RMIT University, Australia
	Emily Chung, RMIT University, Australia
	Lisa Farrell, RMIT University, Australia
	Gaurangi Laud, RMIT University, Australia
	Kaleel Rahman, RMIT University, Australia
	Mike Reid, RMIT University, Australia
	Linda Robinson, RMIT University, Australia

	The Effects of Selective Attention on Choice: An Eye-Tracking Study
	Arnd Florack, University of Vienna, Austria
	Martin Egger, University of Vienna, Austria

	Illusion of Illustration: The Impact of Picture Style on Dieters’ Perception of Vice Food
	Pei-Wen Fu, National Sun Yat-sen University, Taiwan
	Pei-Chi Chen, National Sun Yat-sen University, Taiwan
	Ying-Ying Li, National Sun Yat-sen University, Taiwan
	Chun-Tuan Chang, National Sun Yat-sen University, Taiwan

	Regaining Control or Avoiding Risk: 
When Social Crowdedness Inhibits versus Encourages Preference of DIY Product
	Pei-Wen Fu, National Sun Yat-sen University, Taiwan
	Chun-Ming Yang, Ming Chuan University, Taiwan
	Chi-Cheng Wu, National Sun Yat-sen University, Taiwan

	Materialism, Green Values, and Well-Being: A Conflicting Values Perspective
	Pia Furchheim, HEC Lausanne, Switzerland
	Christian Martin, HEC Lausanne, Switzerland
	Felicitas Morhart, HEC Lausanne, Switzerland

	Magnitude Matters: The Role of Anger Intensity in Interpersonal Perceptions
	Celia Gaertig, University of Pennsylvania, USA
	Alixandra Barasch, University of Pennsylvania, USA
	Emma Levine, University of Pennsylvania, USA
	Maurice Schweitzer, University of Pennsylvania, USA

	Using EEG to Understand The Brain Processing Mechanism of 
Irrational Consumption Bias Rooted in Different Income Sources
	Fei Gao, HEC Paris, France

	Unintended Negative Consequences of Product Recommendations 
Among Prevention Focused Consumers
	Arezou Ghiassaleh, University of Lausanne, Switzerland
	Bruno Kocher, University of Lausanne, Switzerland
	Joseph Lajos, University of Lausanne, Switzerland

	Towards Better Understanding and Managing of Online Trolling Behaviors
	Maja Golf Papez, University of Canterbury, New Zealand
	Ekant Veer, University of Canterbury, New Zealand

	Creating a Hyper-Place: How Refugee Helpers Create a Place for Their Values
	Johanna F. Gollnhofer, University of St. Gallen, Switzerland

	Consumers’ Dissociation Responses to Incidental Similarity of Products in Different Product Domains
	Xiushuang Gong, School of Business, Renmin University of China, China
	Jing Jiang, School of Business , Renmin University of China, China
	Lin Jiang, School of Business, Renmin University of China, China
	Yan Wang, China Unicom Research Institute, China

	Linear or Nonlinear? The Effect of Product Aesthetics on 
Consumers’ Post-purchase WOM Generation and Repurchase Intentions
	Xiushuang Gong, School of Business, Renmin University of China, China
	Jing Jiang, School of Business, Renmin University of China, China
	Yan Wang, China Unicom Research Institute, China

	How Shall I Thank Thee? Giver-Recipient Discrepancies in Preferences for 
Public or Private Expressions of Gratitude
	Lauren Grewal, University of Pittsburgh, USA
	Mary Steffel, Northeastern University, USA
	Dhruv Grewal, Babson College, USA

	Head in the ‘Cloud’: Online Information Search Inflates Consumers’ Self-Confidence in 
Personal Decision-Making Ability
	Tito L. H. Grillo, Federal University of Rio Grande do Sul, Brazil
	Adrian F. Ward, University of Texas at Austin, USA
	Cristiane Pizzutti dos Santos, Federal University of Rio Grande do Sul, Brazil

	Does This Dog Make Me Look Fat? The Liberating Effect of Choices Made for 
Others on Subsequent Choices for the Self
	Kelley A. Gullo, Duke University, USA
	Peggy Liu, University of Pittsburgh, USA
	Lingrui Zhou, Duke University, USA
	Gavan J. Fitzsimons, Duke University, USA

	Two Shades of Green: Unravelling the Composition, Antecedents and 
Consequences of Benign and Malicious Envy on Brand Attitude
	Tanvi Gupta, Indian Institute of Management Bangalore, India
	Preeti Krishnan Lyndem, Indian Institute of Management Bangalore, India

	Experiential Bridges - An Alternative Perspective on Acculturation
	Aditya Gupta, University of Nebraska-Lincoln, USA
	Xin Zhao, Lancaster University Management School, Lancaster, UK

	Promoting Ethical Consumption: Effects of Self Regulatory Focus on Evaluation of Multifinal Ethical Products
	Rishad Habib, University of Guelph, Canada
	Towhidul Islam, University of Guelph, Canada

	Spending Predictions: The Effects of Unpacking Based on Typicality
	Konstantinos Hadjichristidis, University of Trento, Italy
	Kishore Gopalakrishna Pillai, University of East Anglia, UK
	Bidisha Burman, University of Mary, Washington

	The Effect of Perceived Learning Opportunity 
on Consumers’ Evaluations of Really New Products
	Ajmal Hafeez, University College of Southeast Norway, Norway
	Marit Gunda Gundersen Engeset, University College of Southeast Norway, Norway
	Radu Dimitriu, Cranfield School of Management and University College of Southeast Norway, UK

	Becoming an Insectivore: Results of an Experiment
	Christina Hartmann, ETH Zürich, Switzerland
	Michael Siegrist, ETH Zürich, Switzerland

	The Effects of Perspective Taking on Consumer Uniqueness-Seeking Tendency
	Dongjin He, Hong Kong Polytechnic University, Hong Kong
	Yuwei Jiang, Hong Kong Polytechnic University, Hong Kong

	Firm Power: On Its Construction and Consequences
	Sharlene He, Northwestern University, USA
	Derek Rucker, Northwestern University, USA

	How Nudity in Advertising Affects Donation Behavior
	Marloes Heijink, Hong Kong Polytechnic University, China
	Yuwei Jiang, Hong Kong Polytechnic University, China
	Jaideep Sengupta, Hong Kong University of Science and Technology, China

	The Ethical Consumption Gap in Fairtrade Consumption: How Price Importance, 
Habit and Ego Depletion Affect Attitude-Choice Incongruence
	Atar Herziger, University of Cologne, Germany
	Erik Hoelzl, University of Cologne, Germany

	Shared Offline and Online Spaces of Ethical Consumption Communities
	Vera Hoelscher, University of London - Royal Holloway, UK

	How Do They Feel: 
Categorial Sentiment Analysis of Emojis for Social Media Communication
	Lisa Carola Holthoff, University of Duisburg-Essen, Germany

	Pain-Free Funeral:  Creating the Market for the Bereaved in South Korea
	Soonkwan Hong, Michigan Technological University, USA

	When There’s Nothing You Can Do, an “Expansive” Window is For You: 
The Interaction Effect of Feelings of Personal Control and Promotion Period 
Framing on Promotion Evaluation
	You Jeong Hong, Seoul National University, South Korea
	Kyoungmi Lee, Seoul National University, South Korea

	Contemporary Art Consumer Experience:  
Using Video-Elicitation to Understand the Feeling of Strangeness
	Richard Huaman Ramirez, Aix-Marseille University, France
	Juan David Pinzon, Aix-Marseille University, France
	Aranzazu Gaztelumendi, Aix-Marseille University, France

	Creativity from Chaos: Disorder Material Display and Consumer Creative Success
	Rong Huang, Shanghai University of Finance and Economics, China
	Weiling Ye, Shanghai University of Finance and Economics, China
	Darren Dahl, University of British Columbia, Canada.
	Yuqian Chang, Shanghai University of Finance and Economics, China

	Feeling of Luck Drives Preference for High-Effort Products and Activities
	Feifei Huang, Chinese University of Hong Kong, China
	Meng Zhang, Chinese University of Hong Kong, China
	Yuwei Jiang, Hong Kong Polytechnic University, China

	Responses to Injustice: Affect, Threats to Social Self-Esteem, and Materialism
	Feifei Huang, Chinese University of Hong Kong, China
	Robert S. Wyer Jr., Chinese University of Hong Kong, China

	The Effect of Personal Relationships on Pro-social Giving Behavior: Faith Based Giving
	Jane Hudson, Plymouth University, UK
	Jen Shang, Plymouth University, UK

	A Finite Pool of Worry
	Brian Huh, Columbia University, USA
	Ye Li, University of California Riverside, USA
	Elke Weber, Columbia University, USA

	Creative Power of Unique Fashion: Identifiable by Others or Exclusive for Yourself
	San Young Hwang, Korea University, Korea
	Nara Youn, Hongik University, Korea
	Min Jung Koo, Sungkyunkwan University, Korea

	Retailer Pricing as Reassurance: 
Discounts and the Transaction Utility of Conflicted Consumers
	Chris Hydock, Georgetown University, USA
	Luc Watieu, Georgetown University, USA

	Food Label Use by Functionally Low-Literate Consumers 
in a Rural South African Context
	Fay Irvine, North-West University, South Africa
	Daleen Van der Merwe, North-West University, South Africa
	Hanlie Van Staden, North-West University, South Africa
	Magdalena Bosman, North-West University, South Africa
	Susanna Ellis, North-West University, South Africa

	Self-Reference as a Trigger of the Inner Prosecutor: The Moderating Role of the 
Self-Reference Effect on the Relationship between Consumers and Transgressor Brands
	Didem Gamze Isiksal, Istanbul Technical University, Turkey
	Elif Karaosmanoglu, Istanbul Technical University, Turkey

	Delegitimation of a Cultural Product: The Case of Turkish TV drama Behzat C.
	Anil Isisag, University of Wisconsin - Madison, USA

	Patterns of Emotional Brand Experiences Across Cultures: 
The Role of Context and Social Orientation of Emotions
	Alexander Jakubanecs, Norwegian School of Economics, Norway
	Magne Supphellen, Norwegian School of Economics and Business Administration, Norway
	Hege-Mathea Haugen, Telenor Research, Telenor Group, Norway
	Njål Sivertstøl, Telenor Research, Telenor Group, Norway
	Nhat Le, Norwegian School of Economics, Norway

	Effects of Dialecticism on Consumer Responses to Products With Conflicting Goals
	Alexander Jakubanecs, Norwegian School of Economics, Norway
	Alexander Fedorikhin, Indiana University, USA
	Nina Iversen, BI Norwegian Business School, Norway

	Mortality Beliefs Distorted: Magnifying the Risk of Dying Young
	Peter Jarnebrant, BI Norwegian Business School, Norway
	Kristian O. R. Myrseth, University of St Andrews, UK

	Can the Color Value Affect Perceptions on Homosexual Images?
	Eunmi Jeon, Sungkyunkwan University, South Korea
	Myungwoo Nam, Sungkyunkwan University, South Korea

	Seeking Indulgence by Involving Others
	Miaolei Jia, National University of Singapore, Singapore
	Gita Venkataramani Johar, Columbia University, USA
	Leonard Lee, National University of Singapore, Singapore

	Lack of Control and Preference for Tangible Products
	Li Jiang, UCLA, USA

	Pride and Dishonesty-Why does Authentic Pride Lead to More Dishonesty?
	Jinfeng (Jenny) Jiao, SUNY Binghamton, USA
	Cathy Cole, University of Iowa, USA
	Gary Gaeth, University of Iowa, USA

	Buyers Are More Impatient Than Sellers: 
The Timing of Peak Influences Satisfaction in Experiential Purchase
	Zhenyu Jin, Shanghai Jiao Tong University, China
	Wei Lu, Shanghai Jiao Tong University, China
	Meng Duan, Shanghai Jiao Tong University, China
	Jin Luo, Shanghai Jiao Tong University, China

	I Bought That First And You Know It: 
The Influence of Ambivalent Mimicry on the Desire for Social Approval
	Sunghee Jun, Seoul National University, Korea
	Y. Jin Youn, Seoul National University, Korea
	Kiwan Park, Seoul National University, Korea

	Fathers are not Like Mothers: How Males and Females Differ in the Effect of 
Political Identity on Their Children’s Educational Spending
	Jihye Jung, Rice University, USA
	Vikas Mittal, Rice University, USA

	This Brand is MINE: Brand Psychological Ownership as a Distinct Construct and 
Powerful Driver of Consumer Behavior
	Bernadette Kamleitner, Wirtschafts University, Austria
	Sophie Süssenbach, Wirtschafts University, Austria
	Carina Thürridl, Wirtschafts University, Austria
	Ruta Ruzeviciute, Wirtschafts University, Austria

	Do I More (or Less) Deeply Process Messages When I Am the Source? 
The Effect of Customization on Information Processing Mediated by 
Perceived Control, Perceived Identity and Self-Control Resources
	Hyunjin Kang, Nanyang Technological University, Singapore

	“Prosociality Lies in the Mind of the Believer”: 
Differential Impacts of God and Religion on Prosocial Intentions
	Mustafa Karatas, Koc University, Turkey
	Zeynep Gürhan-Canli, Koc University, Turkey

	Entitled to Spend: 
Discourse Analysis as a Framework for Understanding Student Buying Behaviour
	Matthew Kearney, Ulster University, Ireland
	Lorna Stevens, University of Westminster, UK
	Pauric McGowan, Ulster University, Ireland

	Sexualized but not Objectified - 
When do Women React Negatively Towards Sexualized Advertisements
	Matthias Keller, University of Basel, Switzerland
	Leonie Reutner, University of Basel, Switzerland
	Mirella Walker, University of Basel, Switzerland
	Rainer Greifeneder, University of Basel, Switzerland

	Do We Truly Like Those Who Work for It? 
The Effects of Consumption on Evaluations of Others Spending Earned Wealth
	Corinne Kelley, Florida State University, USA
	Martin Mende, Florida State University, USA
	Maura Scott, Florida State University, USA

	Involving Others in Sustainable Consumption: 
The Positive Impact of Exemplary Behavior
	Corinne Kelley, Florida State University, USA
	Martin Mende, Florida State University, USA
	Maura Scott, Florida State University, USA

	Ethicality in Direct to Consumer Advertising of Prescription Medicines: 
Consumers’ Autonomy and Safe Decision Making
	Neda Khalil Zadeh, University of Otago, New Zealand
	Kirsten Robertson, University of Otago, New Zealand
	James Green, University of Otago, New Zealand

	Seeking a Green City to Live in: The Differential Impact of Innovation-Based 
Versus Regulation-Based Environmental Policy on Willingness to Live
	Sukhyun Kim, HEC Paris, France
	Jaehoon Lee, Southern Illinois University, USA

	Human Model Effect? Online Visual Presentation of Fashion Merchandise
	Jae-Eun Kim, Massey University, New Zealand
	Kyeongheui Kim, SKK GSB, Korea
	Jungkeun Kim, Auckland University of Technology, New Zealand

	The Illusion of Processing Fluency on Pro-social Campaigns: 
Unjustifiable Efforts Produce Guilty Feelings
	Yaeeun Kim, Temple University, USA
	Yae Ri Kim, Seoul National University, South Korea
	Vinod Venkatraman, Temple University, USA
	Kiwan Park, Seoul National University, South Korea

	Proudly Going Green: 
Emotional Appeals Influence Outcomes for Environmental Marketing Challenges
	Yaeeun Kim, Temple University, USA
	Crystal Reeck, Temple University, USA

	The Interplay of Happiness and Control on Reliance on Feelings versus 
Reasons in Decision Making
	Moon-Yong Kim, Hankuk University of Foreign Studies, Korea
	Sungjun Park, KAIST, Korea

	You Stepped on My Toes:  
When Does Psychological Ownership Lead to Territorial Responses?
	Colleen Kirk, New York Institute of Technology, USA
	Scott Swain, Clemson University, USA
	Joann Peck, University of Wisconsin - Madison, USA

	Understanding Consumer Skepticism Towards Sustainable Innovations
	Jan Koch, University of Groningen, The Netherlands
	Koert van Ittersum, University of Groningen, The Netherlands
	Jan Willem Bolderdijk, University of Groningen, The Netherlands

	The Emotional Dynamics in Online Customer Reviews
	Clara Koetz, Rennes School of Business, France
	Renaud MacGilchrist, Rennes School of Business, France

	Consumer Discrimination: How a Choice Mindset 
Influences Fairness Perceptions of Insurance Premiums
	Michail Kokkoris, University of Cologne, Germany
	Krishna Savani, Nanyang Business School, Singapore

	When do Consumers Feel More Authentic? 
The Interplay of Self-Control Choices and Thinking Styles
	Michail Kokkoris, University of Cologne, Germany
	Erik Hoelzl, University of Cologne, Germany
	Carlos Alós-Ferrer, University of Cologne, Germany

	Do Consumer Choices Make Us Narcissists? 
The Role Of Self-Referencing And Self-Affirmation
	Michail Kokkoris, University of Cologe, Germany
	Ulrich Kühnen, Jacobs University Bremen, Germany
	Constantine Sedikides, University of Southampton, UK

	When Does Anxiety Make Consumers More Careful About Conserving Resources?
	Shruti Koley, Texas A&M University, USA
	Caleb Warren, Texas A&M University, USA
	Suresh Ramanathan, Texas A&M University, USA

	Applications of the Need for Smell-Scale
	Monika Koller, WU Vienna, Austria
	Thomas Salzberger, WU Vienna, Austria
	Arne Floh, University of Surrey, UK
	Alexander Zauner, WU Vienna, Austria
	Maria Sääksjärvi, Delft University of Technology, The Netherlands
	Rick Schifferstein, Delft University of Technology, The Netherlands

	Functional Near-infrared Spectroscopy (fNIRS): A New Tool for Consumer Research?
	Caspar Krampe, Heinrich Heine University Düsseldorf, Germany
	Enrique Strelow, Justus Liebig University Giessen, Germany
	Peter Kenning, Heinrich Heine University Düsseldorf, Germany

	Precise Like a Swiss Watch: Semantic Precision in Marketing Communication
	Ann Kronrod, Boston University, USA
	Vincent Xie, University of Massachusetts, USA

	The Environmental Impact of Anti-Consumption Lifestyles and 
Environmentally Concerned Individuals
	Maren Ingrid Kropfeld, ESCP Europe, France
	Marcelo Vinhal Nepomuceno, HEC Montreal, Canada
	Danilo Dantas, HEC Montreal, Canada

	Boomerang Effect of Conditional Promotions in Shopping Cart Abandonments
	Atul Kulkarni, University of Missouri, USA
	Cindy Wang, University of Oregon, USA
	Hong Yuan, University of Oregon, USA

	Taste Competitions in an Online Community: The Case of Yeni Gelin Evleri in Turkey
	Alev Pinar Kuruoglu, Independent researcher, Turkey
	Gulay Taltekin Guzel, Bilkent University, Turkey

	Doctoring Happiness: An Ethnographic Study on Plastic Surgery in Turkey
	Alev Pınar Kuruoğlu, Independent Researcher, Turkey
	Berna Tarı Kasnakoğlu, TOBB ETU, Turkey

	How Thinking about Society’s Past Influences Optimism towards its Future
	Canice M. C. Kwan, Sun Yat-Sen University, China
	Shirley Y. Y. Cheng, Hong Kong Baptist University, China
	Alex S. L. Tsang, Hong Kong Baptist University, China

	Resistance, Conformance, And Stigma in The Consumption of Music
	Gretchen Larsen, Durham University, UK
	Maurice Patterson, University of Limerick, Ireland

	Thinking Creatively through Hands
	Jeong Eun Lee, Hongik University, South Korea
	Nara Youn, Hongik University, South Korea

	Time and Conformity: 
The Effect of Temporal Distance on Consumers’ Responses to Word-of-Mouth
	Ran Li, The Chinese University of Hong Kong, HK, China.
	Yiren Dong, Nanjing University
	Guocai Wang, Nanjing University

	Whom Do Incentives Motivate and Whom Do They Deter? 
The Role of Group Identity in Incentivizing Charitable Behavior
	Charis Li, University of Florida, USA
	Yanping Tu, University of Florida, USA
	Ayelet Fishbach, University of Chicago, USA

	Work With Me or For Me: The Influence of 
Implicit Self-Theories on the Preference of Anthropomorphized Products
	Chien-Wei Lin, State University of New York at Oneonta, USA
	Dipankar Rai, LeMoyne College, USA

	Heavy vs. Light TripAdvisor Reviewer Behavior
	Heather Linton, Cornell University, USA
	Robert Kwortnik, Cornell University, USA
	Jay Russo, Cornell University, USA

	On the Accuracy of Consumer Future Usage Estimations: 
Evidence From the Car Sharing Industry in Germany
	Daniel Lippe, Karlsruhe Institute of Technology (KIT), Germany
	Sven Feurer, Karlsruhe Institute of Technology (KIT), Germany

	It Feels Good and Bad to Be Fake: 
The Effect of Counterfeit Consumption on Consumer Feelings and Purchase Preference
	Joyce Jingshi Liu, Hong Kong University of Science and Technology, China
	Amy Dalton, Hong Kong University of Science and Technology, China
	Jiewen Hong, Hong Kong University of Science and Technology, China

	Focusing Only on Satisfying Customers? --- Negative Word of Mouth from Insiders
	ShihHao Liu, Saint Louis University, USA
	SangBong Lee, Saint Louis University, USA

	‘My Beautiful Self’: 
An Exploration of the Effects of Advertising Campaigns on Female Empowerment
	Cristina Longo, Université Lille, France
	Meltem Türe, Université Lille, France

	The Role of Visual Attention in Product Selection
	Ruxandra Luca, Imperial College London, UK
	Mirjam Tuk, Imperial College London, UK
	Andreas Eisingerich, Imperial College London, UK

	How Companies’ CSR Motivation Influences Consumers to Adopt Pro-social Behavior
	Danielle Mantovani, Federal University of Parana, Brazil
	Lucas Magalhães de Andrade, Federal University of Parana, Brazil
	Angela Negrão, Federal University of Parana, Brazil

	Matte Is the New Green: 
The Influence of Matte Packaging on the Perceived Greenness of Products
	Eva Marckhgott, WU Vienna, Austria
	Bernadette Kamleitner, WU Vienna, Austria

	Age-Related Changes in Materialism in Adults – A Psychological Insecurities Perspective
	Christian Martin, HEC Lausanne, Switzerland
	Sandor Czellar, HEC Lausanne, Switzerland

	A Threatened Relationship Makes More Positive Consumers: 
The Effect of Romantic Jealousy on Advertising Effectiveness
	Olga Martin, University of Washington, USA
	Lea Dunn, University of Wasahington, USA

	Consumer Engagement with Luxury Foods
	Ewa Maslowska, Northwestern University - Medill, USA
	Vijay Viswanathan, Northwestern University - Medill, USA
	Mototaka Sakashita, Keio University, Japan

	The Voice From Afar: Reverberation in Spoken Advertising Messages 
“Influences Consumer Information Processing
	Johann Melzner, NYU Stern School of Business / LMU Munich Institute for Market-based Management, Germany
	Jochim Hansen, University of Salzburg, Austria

	“It Might Fit But Cost More”: 
Similarity, Skepticism, and Regulatory Focus in Cause-Related Marketing
	Monica Mendini, Università della Svizzera Italiana, Switzerland
	Paula C. Peter, San Diego State, USA
	Michael Gibbert, Università della Svizzera Italiana, Switzerland

	Motivating Persistence and Risky Choice: Beyond Monetary Incentives
	Rachel Meng, Columbia University, USA
	Ran Kivetz, Columbia University, USA

	White and Clean: How Disease Avoidance Affects Color Preferences
	Uwe Messer, University of Bamberg, Germany
	Daniel Hein, University of Bamberg, Germany
	Steffen Woelfl, University of Bamberg, Germany
	Alexander Leischnig, University of Bamberg, Germany

	Online Retailing is Here to Stay - 
The Effects of Product-Context Levels On Consumer Decision Making
	Jan Meyer, Tecnológico de Monterrey, Mexico
	Eva Gonzalez Hernandez, Tecnológico de Monterrey, Mexico
	Paz Toldos Romero, Tecnológico de Monterrey, Mexico

	Resources Availability and Explicit Memory Largely Determine Evaluative Conditioning… 
Even in a Paradigm Conducive of Implicit EC Effects.
	Adrien Mierop, Université catholique de Louvain, Belgium
	Mandy Hütter, Universität Tübingen, Germany
	Olivier Corneille, Université catholique de Louvain, Belgium

	When a Change in Institutional Logics Does Not Lead to Market Evolution: 
The Case of Fertility Services Market
	Laetitia Mimoun, HEC Paris, France
	Francesca Sobande, University of Dundee, UK
	Lez E. Trujillo Torres, The University of Illinois at Chicago, USA

	Self-Awareness Fit and Consumer Product Evaluation
	Bora Min, University of Southern California, USA
	Cheryl Wakslak, University of Southern California, USA

	The Effect of Spending Intentions on Windfall Use
	Joshua I. Morris, Stanford University, USA
	Jonathan Levav, Stanford University, USA

	Do Deals Really Help Save: Deal Salience And Increased Consumer Spending
	Sudipta Mukherjee, Virginia Tech, USA
	Mario Pandelaere, Virginia Tech, USA
	Daniel Villanova, Virginia Tech, USA

	Is Altruism Perilous? Consumer Benevolence and Risk Taking
	Sudipta Mukherjee, Virginia Tech, USA
	Samuel Bond, Georgia Tech, USA

	Ambivalent Attitudes do Not Induce Confusion among Collectivists
	Andy H. Ng, University of Illinois at Urbana-Champaign, USA
	Sharon Shavitt, University of Illinois at Urbana-Champaign, USA
	Hazel R. Markus, Stanford University, USA

	Goal Failure Enhances Creativity
	Luke Nowlan, University of Miami, USA
	Juliano Laran, University of Miami, USA

	Empirical Generalizations of Brand Personality Dimensions:  
Longitudinal Analysis of a Robust Six Factor Model
	Travis Tae Oh, Columbia University, USA
	Michel Tuan Pham, Columbia University, USA
	Kamel Jedidi, Columbia University, USA

	The Relationship between Happiness and Perception of Purchases: 
Experiential Versus Material
	Hyewon Oh, University of Illinois at Urbana-Champaign, USA
	Incheol Choi, Seoul National University, Korea

	When Gift Giving is Stressful: The Role of Relationship Style
	Lale Okyay Ata, Koc University, Turkey
	Zeynep Gurhan Canli, Koc University, Turkey
	Nicole Verrochi Coleman, University of Pittsburgh, USA

	Towards a Better Understanding of Sales Promotions’ Impact on Impulsive Purchases
	Mahshid Omid, Université Laval, Canada
	Frank Pons, Université Laval, Canada

	Webrooming or Showrooming? A Matter of Involvement
	Carlos Orús, University of Zaragoza, Spain
	Raquel Gurrea, University of Zaragoza, Spain
	Carlos Flavián, University of Zaragoza, Spain

	When Beauty is Bad: Attractive Faces Alter People’s Food Choices
	Tobias Otterbring, Karlstad University, Sweden

	Attention to Country-of-Origin Information
	Johanna Palcu, University of Vienna, Austria
	Arnd Florack, University of Vienna, Austria
	Adamantios Diamantopoulos, University of Vienna, Austria
	Georgios Halkias, University of Vienna, Austria

	Consumer Suspicion as a Communicational Opportunity in  Ethical Consumption
	Artemis Panigyraki, Imperial College Business School, UK
	Claudia Jasmand, Imperial College Business School, UK

	Customer Engagement: 
Conceptualization, Distinctiveness and Testing the Nomological Network
	Prateeksha Parihar, Indian Institute of Management  Raipur, India
	Jagrook Dawra, Indian Institute of Management  Raipur, India
	Vinita Sahay, Indian Institute of Management  Raipur, India

	Deliberate First or Act First? The Effect of Self-Construal on Goal Pursuit
	Hanyong Park, University of Texas at San Antonio, USA
	David Silvera, University of Texas at San Antonio, USA
	Ashok Lalwani, Indiana University, USA

	What Happens When the Company is the Unfairly Treated Party in Online Review?
	Maria Alice Pasdiora, Universidade Federal do Rio Grande do Sul, Brazil
	Cristiane Pizzutti, Universidade Federal do Rio Grande do Sul, Brazil
	Natalia Englert, Universidade Federal do Rio Grande do Sul, Brazil

	When Usage Repetition Leads to Predictions of Faster Adaptation
	Maria Alice Pasdiora, Universidade Federal do Rio Grande do Sul, Brazil
	Vinicius Andrade Brei, Universidade Federal do Rio Grande do Sul, Brazil
	Leonardo Nicolao, Universidade Federal do Rio Grande do Sul, Brazil

	The Association Between Digit Ratios and Conspicuous Consumption, 
and the Moderating Role of Intrasexual Competition
	Cristina Maria de Aguiar Pastore, Pontifical Catholic University of Paraná, Brazil
	Marcelo Vinhal Nepomuceno, HEC Montreal, Canada
	Eric Stenstrom, Miami University, USA
	Eliane Cristine Francisco Maffezzolli, Pontifical Catholic University of Paraná, Brazil

	From Consumers to Producers: The Identity Evolution of Food Bloggers
	Gabrielle Patry-Beaudoin, HEC Montréal, Canada
	Yannik St.James, HEC Montréal, Canada

	Pornographication and the Advertising of Sexual Services
	Maurice Patterson, University of Limerick, Ireland
	Gretchen Larsen, University of Durham, UK

	The Influence of Contextual Minority Status on 
Privately-Held Evaluations of Identity-Linked Products
	Iman Paul, Georgia Institute of Technology, USA
	Jeffrey R Parker, Georgia State University, USA
	Sara Loughran Dommer, , Georgia Institute of Technology, USA

	I Aspire to Give to Your Needs, I am Responsible to Give to Your Aspirations: 
Persuasion of Philanthropy Functions Through Regulatory Non-fit
	Sara Penner, University of Manitoba, Canada
	Olya Bullard, University of Winnipeg, Canada

	Brand Extensions - It’s all About Managing Accessibility
	Adrian Peretz, Kristiania University College, Norway
	Lars Olsen, Kristiania University College, Norway

	The Interaction between Moral Behavior and Social Norms
	Dikla Perez, Tel Aviv University and Technion, Israel
	Ayelet Gneezy, University of California San Diego, USA

	Comparing Prices Then and Now – the Store Price Image Determines Reference Price Dominance
	Anne Odile Peschel, Aarhus University, Denmark

	When Governmental Regulation Causes Price Increases:  
Is Communicating a Good Cause Always Beneficial?
	Doreen Pick, University of Applied Sciences Merseburg, Germany
	Stephan Zielke, University of Wuppertal, Germany
	Wayne D. Hoyer, University of Texas at Austin, USA

	Distant but Local: Border-Based Perceptions of Localness and Effects on Food Preference
	John Price, University of Oregon, USA
	Brandon Reich, University of Oregon, USA

	The Role of Social Endorsement in a Repeated Exposure Context
	Suntong Qi, Lingnan University, Hong Kong
	Yu-Jen Chen, Lingnan University, Hong Kong

	Friend or Firm: When Friendliness Reduces 
Comfort Perceptions During Sales Interactions
	Suzanne Rath, Queen’s University, Canada
	Laurence Ashworth, Queen’s University, Canada
	Matthew Philp, HEC Montreal, Canada
	Nicole Robitaille, Queen’s University, Canada

	Money and Me: Thoughts of Money Change Individuals’ Self-View
	Leonie Reutner, University of Basel, Switzerland
	Mirella Walker, University of Basel, Switzerland
	Rainer Greifeneder, University of Basel, Switzerland

	The ‘Flower Men’ Phenomenon: 
Exploring the Cultural Encoding of Masculinity in South Korean Cosmetics Advertising
	Ann Kristin Rhode, ESCP Europe & Université Paris 1 Panthéon-Sorbonne, France

	Clicking Decisions and the Coexistence of Insufficient and Excessive Checking
	Yefim Roth, Technion University, Israel
	Michaela Wänke, University of Mannheim, Germany
	Ido Erev, Technion University, Israel

	When Choosing the Best Brings out the Worst: 
Maximizing Increases Cheating Due to Greater Perceptions of Scarcity
	Caroline Roux, Concordia University, Canada
	Jingjing Ma, Peking University, China
	Kelly Goldsmith, Northwestern University, USA

	The Effects of Envy on Scarcity Appeals in Advertising: 
Moderating Role of Product Involvement
	Rajat Roy, Curtin University, Australia

	Social and Behavioral Consequences of Feedback When Participating in Brand Pages
	Salvador Ruiz de Maya, University of Murcia, Spain
	Mariola Palazon, University of Murcia, Spain
	Maria Sicilia, University of Murcia, Spain

	The Effects of Consumers’ Identification and Disidentification in the Case of Corporate Misconduct – Exploring the Mediating Role of Emotions
	Christopher Ruppel, University of Vienna, Austria
	Sabine Einwiller, University of Vienna, Austria

	Taking the Easy Way Out: 
The Structure of Complex Assortments Navigates Consumers Towards Different 
Product Choice Locations Under the Condition of Broad Attentional Scope
	Sebastian Sadowski, University of Groningen, The Netherlands
	Bob M. Fennis, University of Groningen, The Netherlands
	Koert van Ittersum, University of Groningen, The Netherlands

	Advertising Effectiveness: Examining the Role of Latent Themes on Advertising Success
	Prakash Satyavageeswaran, Doctoral Student, Indian School of Business, India
	M G Parameswaran, FCB Ulka, India
	Sridhar Samu, Great Lakes Institute of Management, India

	Lost in the Supermarket: Searching for Products on Crowded Shelves
	Ana Scekic, HEC Paris, France
	A. Selin Atalay, Frankfurt School of Finance and Management, Germany

	The Monetary Value of Ethical Attributes: 
Preference Reversal Effects Among Cause-Related Marketing Campaigns
	Christina Patricia Schamp, University of Hamburg, Germany
	Mark Heitmann, University of Hamburg, Germany
	Julia Stehmann, University of Hamburg, Germany

	Consumer-Expert Interactions in the Medical Domain:  
Exploring When and How Patients with Prostate Cancer Ask Their Physicians for Advice
	Karen Scherr, Duke University, USA
	Mary Frances Luce, Duke University, USA
	Peter Ubel, Duke University, USA

	Using Humor to “Sell” Good Life Choices
	Julie L. Schiro, University College Dublin, Ireland

	Close Alternatives: The Influence of Spatial Proximity on Choice Difficulty
	Iris K. Schneider, VU University Amsterdam, the Netherlands
	Norbert Schwarz, University of Southern California, USA
	Sander L. Koole, VU University Amsterdam, the Netherlands

	To Share or Not to Share? 
Social Distance as The Underlying Mechanism to Explain Sharing Behavior
	Nadine Schreiner, Heinrich Heine University Düsseldorf, Germany
	Peter Kenning, Heinrich Heine University Düsseldorf, Germany

	Humanizing Products Through Typeface Design
	Roland Schroll, University of Innsbruck, Austria
	Benedikt Schnurr, University of Innsbruck, Austria
	Dhruv Grewal, Babson College, USA

	Food Fight! A Comparative Analysis of the 
Portrayal of Food in Cartoons Targeting Girls and Boys
	Eric Setten, University of Oregon, USA

	A Visual Consumption of Desserts: The Impact of Subtle Food Cues on Dieters
	Donya Shabgard, University of Manitoba, Canada
	Kelley Main, University of Manitoba, Canada

	The Ending Effect on Positive Illusion
	Ziqi Shang, Renmin University of China, China
	Jun Pang, Renmin University of China, China
	Lingyun Qiu, Peking University, China

	I Like It Because I Imagined The Scent: Olfactory Imagery Improves Product Evaluation
	Varun Sharma, Bocconi University, Italy
	Zachary Estes, Bocconi University, Italy

	Asymmetric Conformity to Positive and Negative Advice
	Henry Shen, University of California, Riverside, USA
	Ye Li, University of California, Riverside, USA

	Leaps and Tweaks: The Impact of Version Numbers on Product Attractiveness
	Meyrav Shoham, Technion - Israel Institute of Technology, Israel
	Yael Steinhart, Tel-Aviv University, Israel
	Sarit Moldovan, The Open University of Israel, Israel

	Mental Representation of Attitudinal Ambivalence
	Amit Surendra Singh, Ohio State University, USA
	H. Rao Unnava, Ohio State University, USA

	The Telepresence Effect: 
Changing Attitudes via Virtual Tours in Marketing Communications
	Nathalie Spielmann, NEOMA Business School, France
	Antonia Mantonakis, Brock University, Canada
	Barry J. Babin, Louisiana Tech University, USA
	Aikaterina Manthiou, NEOMA Business School, France

	How Hunger Facilitates Dieting: The Paradoxical Effect of Hunger When Individuals are Primed With an Environmental Dieting Cue
	Aline E. Stämpfli, University of Bern, Switzerland
	Thomas A. Brunner, Bern University of Applied Sciences, Switzerland
	Sabrina Stöckli, University of Bern, Switzerland
	Claude Messner, University of Bern, Switzerland

	The Role of Mimicry in Charity Advertising
	Sabrina Stöckli, University of Bern, Switzerland
	Aline Stämpfli, University of Bern, Switzerland

	Choosing an Inferior Alternative: The Case of Disappearing “Inherited Options”
	Rusty Stough, University of Wisconsin - Madison, USA
	Evan Polman, University of Wisconsin - Madison, USA

	Eye Buy: Broad Visual Attention Increases Unplanned Purchases
	Mathias Streicher, University of Innsbruck, Austria
	Oliver Büttner, University of Vienna, Austria
	Zachary Estes, Bocconi University, Italy

	Social Exclusion and Consumer Switching Behavior: A Control Restoration Mechanism
	Lei Su, Hong Kong Baptist University, China
	Yuwei Jiang, Hong Kong Polytechic University, China
	Zhansheng Chen, University of Hong Kong, China
	C. Nathan DeWall, University of Kentucky, USA

	When Shared Joy is Lessened: 
Comparing Psychological Costs Between Online and Offline Positive Word of Mouth
	Ana Suárez Vázquez, University of Oviedo, Spain
	Manuel Chica Serrano, Open University of Catalonia, Spain

	The No-Pain, No-Gain Heuristic: The Effect of a Creator’s Tragic Biography and 
Construal Levels on Quality Inferences
	Yeonjin Sung, Seoul National University, Korea
	Seojin Stacey Lee, Seoul National University, Korea
	Kiwan Park, Seoul National University, Korea

	Caveat Voluntas: Exploring the Dark Side of Volunteering
	Stefan Suppanschitz, Viena University, Austria
	Verena Gruber, HEC Montreal, Canada
	Jonathan Deschenes, HEC Montreal, Canada

	Constructing Hybrid Identity: the Consumption of Brit-Asia Bhangra Music
	Dr. Amandeep Takhar, University of Northampton, UK
	Dr. David Chitakunye, AMA International University, Kingdom of Bahrain

	Consuming a Transfusion of Fashion: 
Constructing Hybrid Identity amongst the Third Generation British Indian Community
	Amandeep Takhar, University of Northampton, UK
	David Chitakunye, AMA International University, Kingdom of Bahrain

	Complicitous Consumers? Deconstructing Online “Fertility Testimonials”
	Jennifer Takhar, Novancia Business School, Paris. France
	Kelly Pemberton, The George Washington University, USA

	Effects of Task Routinization on Consumer Creativity
	Jasper Teow, National University of Singapore, Singapore
	Li Xiuping, National University of Singapore, Singapore

	Role of Mood in Cause-Related Marketing Effectiveness
	Ali Tezer, Concordia University, Canada
	Onur Bodur, Concordia University, Canada

	Do Children Perceive Links Between Physical Attractiveness, Possessions, and Aggression?
	Tabitha Thomas, Univesty of Otago, New Zealand
	Kirsten Robertson, Univesty of Otago, New Zealand
	Maree Thyne, Univesty of Otago, New Zealand

	Does Visual Heaviness Convey Rich Flavor? 
Effect of Product Image Location on Consumers’ Taste Expectation
	Taku Togawa, Chiba University of Commerce, Japan
	Jaewoo Park, Chiba University of Commerce, Japan
	Hiroaki Ishii, Seikei University, Japan

	Affective Influences on Activation of Social Network Type: 
The Effects of Social Motivations and Anticipated Audience Responses
	Dandan Tong, Chinese University of Hong Kong, China
	Jianmin Jia, Chinese University of Hong Kong, China
	Robert Wyer, Chinese University of Hong Kong, China

	‘Compete or cooperate’– How Motivational Mindsets Affect Facial Beauty Judgments
	Natalie Truong, Nanyang Technological University, Singapore
	George Christopoulos, Nanyang Technological University, Singapore

	Theorizing Authority Relinquishment in Agency Relationships:  
Conditions and Consequences
	Gulnur Tumbat, San Francisco State University, USA
	Kent Grayson, Northwestern University, USA

	Low Construals Prefer Atypical Colors
	Jiyoon Uim, Hongik University, Republic of Korea
	Nara Youn, Hongik University, Republic of Korea

	Genealogies of Consumers’ Resistance
	Carmen Valor, Universidad Pontificia Comillas, Spain
	Eleni Papaokinoumou, Universitat Rovira i Virgili, Spain

	“I Deserve to Help!” Effects of Entitlement 
and Social Influence Appeals on Prosocial Motivations
	Martine van der Heide, University of Groningen, The Netherlands
	Bob Fennis, University of Groningen, The Netherlands
	Koert van Ittersum, University of Groningen, The Netherlands
	Debra Trampe, University of Groningen, The Netherlands

	Non-price Determinants of the Purchase Intention Towards Counterfeit Global Brands: 
An International Comparison of Respondents as a Moderator of Behavior
	Claudia Velez-Zapata, Universidad Pontificia Bolivariana, Colombia

	Communicating Less/No Meat Consumption: Dialogue between Meat Lovers and Avoiders
	Handan Vicdan, EMLYON Business School, France

	Peeping on Poverty: Groupness and Moral Considerations in Slum Tourism
	Julia von Schuckmann, ESADE Business School, Spain
	Lucia Barros, EBAPE-FGV, Brazil
	Eduardo Andrade, EBAPE-FGV, Brazil

	“Love Accounting”: The Effect of Love Messages on Gift Budgeting
	Yanan Wang, Bishop’s University, Canada
	Ashesh Mukherjee, McGill University, McGill Universit

	Approach or Avoidance? The Dual Role of Face in Fashion Consumption
	Wangshuai Wang, Shanghai Jiao Tong University, China
	Xin-an Zhang, Shanghai Jiao Tong University, China

	With A Little Help From My Friends: 
How Product and Website Socialness Drive Online Word-of-Mouth Persuasion
	Yiru Wang, Kent State University, USA
	Cesar Zamudio, Kent State University, USA

	Information-Searching Task Type and Searching Effort: 
the Mediating Role of Self-Efficacy
	Feiqiong Wei, Renmin University of China, China
	Yafeng Fan, Renmin University of China, China
	Jing Jiang, Renmin University of China, China

	When Detailed Information Works Better: 
Comparison Between 3-Colors and 5-Colors Traffic-Lights Nutritional System Labels
	Carolina O.C. Werle, Marketing Department, Grenoble Ecole Management, France
	Kévin Roche, Marketing Department, Grenoble Ecole Management, France
	Olivier Trendel, Marketing Department, Grenoble Ecole Management, France

	Creating the Flawed Hero: Consumer Movement Framing in the Online Environment
	Jeff Wiebe, Queens University, Canada
	Jay Handelman, Queens University, Canada

	What You Smell is What You See? 
The Effect of Ambient Scent on Stimulus Ambiguity in Product Aesthetics
	Xiaoxuan (Farrah) Wu, Temple University, USA
	Martin Reimann, University of Arizona, USA
	Maureen (Mimi) Morrin, Temple University, USA
	Angelika Dimoka, Temple University, USA

	Icing on the Cake or Not: 
The Impact of Positive In-Group Members’ Advice on individuals’ Preference on Choice
	Yinghao Wu, Renmin University of China, China
	Jing Jiang, Renmin University of China, China

	Do the powerful prefer the “Brand-As-Leader”? 
Gender difference in the power effect on brand role preference
	Jiang Wu, Nanjing University, China

	The Impact of Corporate Environmental Transgressions on Consumer Support for 
Non-profits: The Role of Negative Moral Emotions and Moral Identity
	Chunyan Xie, Stord/Haugesund University College, Norway
	Richard P. Bagozzi, University of Michigan, USA

	“Slim-as-Luxury” Effect: The Influence of Product Shape on Product Luxury Perception
	Ji (Jill) Xiong, National University of Singapore, Singapore
	Yu Ding, National University of Singapore, Singapore

	Asset or Liability? The Role of Brand Equity in Times of Crisis
	Haiyue (Felix) Xu, Pennsylvania State University, USA
	Lianxi Zhou, Brock University, Canada

	Soap-Opera and Tourism: Rehabilitating the Ottoman Post-colonial
	Cagri Yalkin, Brunel University, UK
	Georgios Halkias, University of Vienna, Austria

	Virtue-Vice or Vice-Virtue: Ingredient Presenting Order 
Affects Consumer’s Perceived Healthiness and Calorie Estimate
	Chun-Ming Yang, Ming Chuan University, Taiwan

	Parenting Mindset Salience and Its Influence on Uniqueness Seeking
	Chun-Ming Yang, Ming Chuan University, Taiwan

	Fewer When Mixed: When Food Presentation Format 
Biases Consumers’ Perceptions of Calories and Fat
	Ning Ye, Temple University, USA
	Maureen Morrin, Temple University, USA
	Angelika Dimoka, Temple University, USA
	Dipankar Chakravarti, Virginia Tech, USA

	Embarrassed Customers: 
The Dark Side of Receiving Help from Others
	Youjae Yi, Seoul National University, South Korea
	Seo Young Kim, Seoul National University, Seouth Korea

	The Construction of ‘Whiteness’’ in Indonesian Skincare Advertising
	Jeaney Yip, University of Sydney, Australia
	Susan Ainsworth, University of Melbourne, Australia

	How Self-disclosure and Interpersonal Similarity Affect Goal Achievement in 
Social Media-based Online Communities
	Kelly Eunjung Yoon, University of California Irvine, USA
	Cornelia Pechmann, University of California Irvine, USA

	Creating the Mood for Humor: A Gender Identity Perspective
	Hye Jin Yoon, Southern Methodist University, USA
	Yongjun Sung, Korea University, South Korea

	The Effects of Social Sharing on Consumers’ Self-Perceptions of Expertise
	Daniel M. Zane, Ohio State University, USA
	Rebecca Walker Reczek, Ohio State University, USA

	Curiosity under Bright Light: The Influence of Lighting Conditions 
on Innovative Product Adoption
	Yu Zhang, Nankai University, China
	Lan Xia, Bentley University, USA
	Jiangang Du, Nankai University, China

	From Perceived Conceptual Importance to Physical Weight Judgment: 
A Theme-Fit Analysis
	Ke Zhang, The University of Hong Kong, Hong Kong
	Echo Wen Wan, The University of Hong Kong, Hong Kong
	Sara Kim, The University of Hong Kong, Hong Kong

	Warmer but Less Competent: When Co-Branding Helps or Hurts Less-Known Brands
	Ke Zhang, The University of Hong Kong, Hong Kong
	Sara Kim, The University of Hong Kong, Hong Kong
	Echo Wen Wan, The University of Hong Kong, Hong Kong

	Attributions to Individual or Group? A Study on Gender Differences
	Chun Zhang, Concordia University, Canada
	Michel Laroche, Concordia University, Canada
	Marie-Odile Richard, State University of New York Polytechnic Institute, USA

	Future is “Right” on Your Face: 
The Role of Facing Direction of Product on Attitudes toward Product
	Yuli Zhang, Drexel University, USA
	Hyokjin Kwak, Drexel University, USA
	Haeyoung Jeong, Drexel University, USA
	Marina Puzakova, Lehigh University, USA

	Neutral Expressions Increase Psychological Distance and Price Estimation of Luxury
	Hong Zhu, Nanjing University, China
	Xin Wang, Nanjing University, China
	Han Gong, Nanjing University, China

	When Originality Backfires: When and Why Conforming Consumers are 
Considered Smarter Than Nonconforming Ones
	Ignazio Ziano, University of Ghent, Belgium
	Mario Pandelaere, Virginia Tech, USA; University of Ghent, Belgium




